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SRVICE FOR 4 $272.50 


$Q PC SERVICE FOR % $59.95 


INTERNATIONAL 


EW! 


New Tri-line display... this colorful showpiece 
with 9 sample forks is styled for permanent use in 


And it’s 


FREE with SLOO (or more: net merchandise 


your window, on your counter or wall. 
yours 
order. 
New patterns... pre-tested for balanced sales power. 
in three top selling design categories (incised, sculp- 
tured and plain modern 


New line designations to define price differentials 


1c %C% 
= \e, “a 
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6 PC. SERVICE FOR 4, $16.95 
$0 PC MERVICE FOR 8. $44.95 


SILVER COMPANY 


FREE! 


Colorful $25 display with $100 net merchandise order... because 


more clearly, to help you satisfy every Customer in 
your store. There's the top quality Luxury Line, the 
medium price Beauty Line and the low-priced Silco 
New packaging . .. designed to complement each 
quality category, to stimulate gift buying, to help 
you display International Stainless easily. beaut 
fully, effectively. 

Ask your Approved Wholesale Distributor for 
details on the Tri-Line Display today. 
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We2lzam Levine Announces 


A NEW 
VITAL SERVICE 
for JEWELERS 
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GLOBE 
MERCHANDISE 
TRADING CORP. 
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Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price—it is all a matter of bringing 
together the right buyer and the right product. 

The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 

A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 


29 East Madison Street ¢ Chicago 2, Illinois 
Telephone © ANdover 3-2411 
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Those pretty teen-agers on our cover 
are shopping for jewelry items—oas co 
millions of teen girls throughout the 
country. But, where do they shop? 
What do they buy? Why don't they 
take all their rich trade in jewelry items 
to jewelers? Thanks to a first-time sur- 
vey on these subjects by Seventeen 
magazine, we now have some answers 
to those important questions. It will 
pay you well to study our story and 
tables, page 70 ... For good, sound 
ideas on how to sell teen-agers—and 
their parents—see page 96, ‘Ten Rules 
for Making a Sale” ... And, we are 
sure, you will be looking for Part IV 
of Bill Scheibels excellent series on 
how to make money from your watch 
repair department, page 78. 
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GENTLEMEN! A PROPOSAL! TUTTLE STERLING, 
THE MOST COVETED FRANCHISE IN FLATWARE, 
MAY NOW BE AVAILABLE IN YOUR TOWN! ! 1! 


ADD QUALITY TO YOUR ASSORTMENT 
Exceptional craftsmanship, platinum tone 
finish, unusual heavy weight make Tuttle 
Sterling first choice of discriminating 
customers. The only American sterling 
that’s date-marked in the royal tradition. 


If you are interested in this excep- 
tional line, we suggest that you 
write today to Sales Manager, 
Tuttle Sterling, Wallingford, Conn. ac 


“Ao - An ~ ey 
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ADD PRESTIGE TO YOUR STORE 
The name Tuttle is the most distinguished 
of its kind. Its lineage goes back to 19th 
century New England. Today, its appear- 
ance, luxurious style and price give it 
prime appeal for selective customers. 


CREST OF ARODEN, $39.75 


ADD EXCLUSIVENESS TO YOUR STORE 
Tuttle franchises are offered only to a 
limited number of dealers throughout the 
country. Exclusive patterns, exclusively 
yours, will direct more customers...more 
sales to your door from a wider area. 





Inquiries into the availability of an 
exclusive Tuttle Sterling franchise 
in your area will be investigated 
as quickly as it is possible to do. 
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ANSON ORIGINALS — OFTEN COPIED—NEVER EQUALLED! 


piled bee 
Twin-Lock’ Key Protector 


Great for drivers—permits separating ignition key from personal keys 


ALM 
Psi 


r’ Pe we ) . 
ve Se . # 9060FK5 — $6.50 

of ; na Sterling Silver — 

pape #9160CK9 — $3.50 hand engraved 


Rhodium finish — poodle 
on white enamel 


IN A COMPLETE SELECTION FOR MEN AND WOMEN from a to oT can 
Available in Anson quality plate, sterling silver, 12 karat gold-filled—from any of 


Anson’s 70 authorized distributors who sell to retail jewelers only. 


% Auson THE JEWELER’S LINE...FIRST WITH TRULY NEW IDEAS 


ANSON, INC., 24 Baker Street, Providence 5, R. I. 


In Canada: Anson Canada Ltd., Toronto 











K&B mountings 
olomanteyas 
to sell your | 
Mirerantente 


Pimiiien’s finest mountings, products of 
Karlan & Bleicher, Inc., offer you these four big a 3 
a Patent No 
advantages: 1. better styly¢ 2. better findings; P erfect Sock tm 
3. better workmanship; 4. better finish. And since the 


in the largest selection offered anywhere. ae 


mounting does so much to help sell diamonds, it stands a thousand styles to choose from. 
to reason that when the mounting is the finest 
° ° lp ¢ . y 
possible, it works hardest toward achieving your goal. eT | iI. ( ; 
; he ) | ae Cale Settings 
Experience, tradition, equipment and uncompromising 


: ; . utilize four smaller diamonds beneath the 
adherence to highest standards of quality are center diamond for the appearance of twice 
the size and sparkle. 


Spuctaculipht Settings 


ingeniously utilize ten or more diamonds be- 
toc tseM- tile Mi iaasltieleltsl-MaelcMecieltcs melt leiteete mes 





essential ingredients of every 
K & B product. 


Illustrated: 













Mounting: " 

No. 104/2476 create the appearance of as much as six 
' Wedding ring: times the size and brilliance. 

No. 45/2477 

Available to take , 

.02 to .10 pt. diamonds Karlan & Bleicher products are avaiable 

Excellent 4%, 4%, %, through the nation’s leading wholesalers. Ask 

] ct. total weight sets about our free mat service. Circulars, dis- 


plays and catalogue sheets available. 


ed 





Creators, Designers and Manufacturers of “Perfect Ring Findings” 


ARLAN « BEB LEICHE RIN. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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“The Man Who Grows 
Emeralds,” Carroll F. Chatham, 
has a carefully guarded secret. 
It concerns the methods used to 
erow the world’s newest jewels 
...Chatham Cultured Emeralds 
and Rubies. However, it is no 
secret that jewelers across 

the nation who have 

included Chatham Cultured 
Emeralds in their precious 
jewelry departments have found 


them to be most profitable. 


Because Chatham Cultured 


Emeralds have been 
nationally featured 
on radio, TV and 
in magazines 
and newspapers, 
consumers 
everywhere are 
asking to see and 
know more about 
this beautiful, 
translucent green 
jewel. Show it to them. Send for 


a memorandum selection today. 


CULTURED GEM STONES, INC. 


980 Fifth Avenue, New York 36, N. Y. 
A Division of Ipekdjian, Inc. 
In Canada: Gem & Jewel Distributors 
400 St. James Street, Montreal 


JEWELERS’ ¢ 





IT PAYS TO FEATURE THE COMPLETE HILTON LINE FOR STYLE AND QUALITY — AT BETTER JEWELERS EVERYWHERE, 


| IT'S | 
THE “CROWN METEOR” 
| t ll f | HILTON the leader in New 
New idea : per! at * 
The ORIGINAL 


HAS Missile Watch 


Pat. Ne. 184270 
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A COMPLETE 
SWISS IMPORT 


THE WATCH OF TOMORROW TODAY! Something different in the way of a beautiful Watch. 
for ladies and gentlemi n typifying the space age. 
POPULARLY PRICED An original missile model that will appeal to stvle 
conscious America. 17 Jewel HILTON movement. 
for Ladies and Gentlemen in Yellow or White. Available in Swiss 10 Micron 
Gold Filled. 





PLEASE CONTACT YOUR NEAREST DISTRIBUTOR. 





SIDNEY WATCH CO. HILTON WATCH CO. NATIONAL WATCH CO. 
76 West 47th Street 29 East Madison 424 South Broadway 
New York 36, N. Y. Chicago, Ill. Los Angeles, Calif. 





HILTON 


Your customers have seen WATCHES adve ‘din leading magazines. 





First new engraver in years: 
ENGRAVOGRAPH GTx 


A new heavy duty engraver of sturdy dovetailed construction, specially 
designed for the retail and manufacturing jeweler, and the trophy industry. 


SO SIMPLE 


TO OPERATE 


Everybody. a 


ie GRAVES 
everyb 
ER YTHING can be ~~ 


from the sm 
allest e 
charm - ngraver, on 
Revere oo . tracer-quided 
Engravograph 


SEE IT NOW! 


For a free demonstration, contact your New Hermes 


representative or write for catalogue. 


eww MermAES ENGRAVING MACHINE coRP. 


ENGRAVES 
STRAIGHT AND 
PARALLEL ON 
FLAT OR 

CURVED SURFACES 





154 West 14th Street, 
New York 11, N. Y. 
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Easy Sales... 


ones WIDE WEDDING RING promotion 


@ 12 best selling styles combined into .one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 








@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 














@ FREE This eye-arresting S<dienbaiaiid pink 
and grey velvet covered window displayer. 


@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@ And remember— Polishook 
service is always depend- 
able .. . 24 hour delivery 

n “‘specials.”’ 








— 
See this and hundreds of other profitable 


Sell and profit u ith the 


“LLOYDS OF NEW YORK” and “EIDELITY”’ .- - Diasley only evaliabie 
| e rings, with 12 styles illustrated. 
ageme nt rings, 


Your total cost only $193 
GS’”’ 
“EVERYTHING IN RIN 


Polishook promotions. 


POLISHOOK LINES: 


wedding rings, ston 
yown diamond eng 


nationally-k 


aa 7< — 
fraternal rings, even baby rings 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York” and “Fidelity” 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr 


: There is a Polishook Salesman 
in your territory... 
Write today and we'll send him 
to see you. 


The magic 
that turns 
contestants © 
into 
customers! 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 





You've already received your Swiss 
Vacation Contest kit. Now put it to 
work building sales for you! 

Put the official sticker in your window. 
Put up the other display material too: win- 
dow cards, counter cards and especially 
the watch display card that says, “See THE 
DIFFERENCE!’ This is the piece that can turn 
contestants into customers. 

Using this card and the "Quality Watch" 
booklet, you can tell a clear and compel- 
ling story. Its a story you Il want to use 
even after the contest closes to help you 
‘sell up.’ Right now, it's a story that con- 
testants will want to hear because it’s infor- 
mation that can help them win. 

And as you tell the story, many contest- 
ants will ome interested enough in qual- 
ity watches to become hot prospects. So 
be guided by the contestants’ interest and 
you ll be making extra sales. 


Here’s a promotion with real sales 
and profit potential 

ontest is being adver- 

in Life and Saturday 


newspaper 


O coast fo Coast. 
] 


V/C)I miiSTt 7 4 
YOU rriV oO —/ 


' ’ ‘ 
i? tho mNnr re peopie LA/ ITI 
ty Ph tw tN ~ ot Ne ' i 


i J bi vv 


you are Contest Headquarters. 
And the more traffic and sales you’ 
Or your own Sfore. 
So use the kit. Use the displays. Advertise 
on radio and in your local newspaper. Use 


direct mail. The mat ad makes a great enve- 


The more you put into this contest, the 
more you ll get out of it! 
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RADIATES 
QUALITY 


Opal LOMBARD STREET 


PHILADELPHIA 47, PA. 


*Sold through wholesalers only. Available in Pendants and Earrings 
in Opal and Birthstones, in Sterling, Gold-Filled and Solid Gold. 
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Appie Green 
Jade Bead 
Necklace 

#298 — $750 


Ms Abou Arleraft fo 


IMPERISHABLE SYMBOL OF 
GOOD FORTUNE 


Diamond 


Cluster Ring | . 
Fine Jade. Over a Karat , 
. ACTUAL SIZE 


#270 — $1300 
KEYSTONE PRICES 


#126 — $370 


Fine Jade Gent's Ring 
with 2 Diamonds 
#244 —— $530 


Unique Carved Jade Brooch 
Gold ond Diamond Mounting 
32252 — $420 


Hts Abu pce 
Lith di dln 
JADE JEWELRY 


ARTCRAFT, the House of fine Jade, offers you a range of 
exquisite jade jewelry so accommodatingly complete as to 
gratify every inclination, whether for the chastefully simple 
or the simply sumptuous. As direct importers of the highest 
quality jade, Artcraft assures you of exceptional values. 


PROMPT MEMORANDUM SERVICE 
Write for new Brochure and Merchandising Offer. 


ARTCRAFT JEWELRY CO. 
1 West 47th Street « New York 36, N. Y. 


Jade Slide Bracelet 
#52 — $350 











“THE | 
 STARFER 
SET’ 


You start fast... 











and finish strong... 
with this completely 


original idea in 





watch merchandising by 


ol {oN Ke) 














'S NEW “STARTER SET” 








ea gives you 4 new 
oe watch lines to sell! 





8 proven styles in 
popular price ranges! 











all you invest 1s 
a mere *109*! 








NIVADA GRENCHEN CROTON 


(17 Jewels) {17 Jewels) 
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Automatic, waterproof*, shock resistant, anti-magnetic. Un- her 

breakable balance staff and mainspring. Slim stainless steel Shock resistant, waterproof*, anti-magnetic watch at a budget 

case. > Year Guaranteet. price. Unbreakable balance staff and mainspring. Chrome 
Keystone Retail plated top, stainless steel back. 

ANTARCTIC/Ili $61.80 $69.50 Keystone Retail 

ANTARCTICA 59.80 69.50 SPORTSMAN $27.80 $24.95 

If within 3 years, the Antarctic fails to perform through any me- SPORTSLADY 28.80 24.95 


chanical defects (outside of abuse), we will repair it free of charge. 


Case jnopened, 


START SMALL—GROW BIG 
WITH THE NEW CROTON WATCH “STARTER SET”! 


1 great lines... 8 great watches. Only one “Starter Set” to a dealer at 
the special price. All watches delivered complete with box, carton and 


guarantee certihcate. 


CROTON WATCH CO., INC. 


M4 Park Avenue South, New Y ork 16, N Y 
Please send me the following “Starter Set” immediately at the special total cost of $109.40. 


NIVADA GRENCHEN SUSSEX 
17 Jewels Retail ’ Jewels Retail 
Antarctic/ Ill $69.50 Porpoise $19.95 
Antarctica 69.50 Marge 19.95 


CROTON ARPEGGIO 
17 Jewels l Jewel 
Sportsman 24.95 Thineste/Rd. 
Sportslady 24.95 Clover 


If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. If not, send check with order 
\ arrie 
Store Name 
Address 
(ity Zone 





USE THIS HANDY 
ORDER CARD 'TODAY 


No Postage Required 


FIRST CLASS 
PERMIT NO. 33569 
NEW YORK. N. Y 


BUSINESS REPLY MAIL 
POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
404 PARK AVENUE SOUTH 
NEW YORK 16, N. Y. 
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Your profit is greater-than-usual with this special “new account” offer! 
Fill out the Postcard Order Form — and in a matter of days, you'll be 
spreading out the brand-new CROTON WATCH “STARTER SET”... eight 
proven best sellers: — 








Regular Retail 
_. Cost Price 
ANTARCTIC/IIi_ $ 30.90 $ 69.50 

NIVADA GRENCHEN ANTARCTICA _ 29.90 69.50 . 
- SPORTSMAN 13.90 24.95 
CROTON SPORTSLADY 14.40 24.95 
PORPOISE 9.15 19.95 
SUSSEX MARGE 10.75 19.95 
THINESTE/ Rd. 6.50 9.95 
ARPEGGIO CLOVER ~ 6.50 __9.95 
$122.00 $248.70 





YOUR SPECIAL COST IS $109.40 (initial order only) 


PRESENT CROTON ACCOUNTS TOO! OUR STUNNING NEW CROTON CATALOC 


Present Croton accounts can also participate in this ... will be enclosed with your shipment. If you’re not 
‘ one . » 
special “dividend.”’ We'll accept your order for one completely satisfied with your selection, return for any 


time only at this special group price. watches of your choice. 


CROTON WATCH COMPANY, INC. 


‘404 Park Avenue S. + New York 16/N. Y. 


(ALL PRICES INCLUDE BOX) 


SUSSEX ARPEGGIO 


{7 Jewels) (1 Jewel) 
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PORPOISE — Waterproof*. shock resistant. Chrome plated top. | 
Stainless steel back, matching expansion bracelet. THINESTE/Rd. — Man's dress watch of natural gold color 
Keystone Retail Keystone Retail 
$18.30 $19.95 $13.00 $ 9.95 
CLOVER — Ladies’ sport watch in black. blue or gold color. 
Keystone Retail 
$13.00 $ 9.95 


MARGE — The ladies’ model in 1OK RGP, white or yellow. Stain- 
less steel back, matching expansion bracelet. 

Keystone Retail 

$21.50 $19.95 


To bulld a more profitable future fy el : U D to 


with electric housewares... 


Ny | al 

~ Stainless Steel 

Fused Forever 
if 


Aluminum ! 


yA “es ; 
4 j 
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“Easy-Cleaning"’ Iimmersible Automatic 
Stainiess Steel Automatic Fry Pan Aluminum Fry Pans 


Stainless steel fused forever to aluminum! Built-in precision temperature con- 
Completely immersible. “52-X" element. trol. Cooking guide. Immersible to 
Model 8C1, $21.95*. In “Permanent-Mold” insignia. Two sizes: 11” Model 8A1, 
aluminum Model 8D1, $14.95*. Removable $19.95*, 12” Model 8B1, $24.95* 
Heat Control, $7.50*. Cover, $4.00* Covers, $3.50* and $4.50*. 
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quality...not down to price! 


Here’s how TOASTMASTER’ 
helps you do it! 


SK QUALITY ... A Toastmaster tradition for over 30 years. 

Toastmaster Homewares are made better ...they’re worth 

“Cup-A-Minute” Coffee Maker —. , ~ call the c sre! »y stay sold! 
Dattian stasiniailanande. thats, more... you can sell them for more! Anu they stay sold: 
3 to 10 cups at a cup a minute! You cut complaints and profit-robbing repairs when you sell 


Model 5D1, $29.95*, é' : 
Toastmaster Homewares! 


SK CONSUMER ACCEPTANCE... Nationally-advertised 
Toastmaster Homewares wiil be pre-sold again in ‘59 in the 
leading consumer magazines, as they have been for over 30 
years. This advertising, plus millions of satisfied users, creates 
the tremendous consumer acceptance that makes it easier to 
is Sane thee: ens @uleataee sell Toastmaster Homewares! 


12-piece set—everything to sell “a perfect 
job." Model 13A1-12S, $17.95*. 


Other sets from $10.95°*. | et SK LOCAL CO-OP ADVERTISING ...A controlled plan 
ATR RENEE ame ei : to help you bring pre-sold Toastmaster customers to your 
store. See your Toastmaster distributor for details. 


2K PROMOTIONS . .. There’s a Toastmaster promotion 

designed to help you build your sales during every major 
selling season! As an active dealer you qualify for free mer- 
chandising kits, tie-in ads, displays. 


Send for Your FREE 
“VALUE DAYS PROMOTIONAL KIT”! 





ee Here’s a promotion you can 
VALUE ° me put to work Right Away! The 
OAYS:! oAY =} 4 ie ‘Value Days Store Promo- 
a _ 4 . ee : . 


— tional Kit” has ever wile 
LION al Al laS ¢vVeT. 5 


you need tostagea traffic and 
uilding “VALUE- 

’ event—big, colorful 
banners for windows, walis, 
wires and counters: VALUE 


DAYS price cards for point- 








of-purchase display. 





Fe " > . . . " . 1 - “ © 
S$ Vou! “REE for the aski gy. Contact your distributor, or tear 
s part of the ad and mail to: Advertising Department, 


TOASTMASTER DIVISION, McGraw-Edison Co., Elgin, Ill. 


out thi 
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A CONNOISSEUR’S 
COLLECTION 








HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fall line of Barel Bridal 
Matched Wedding Ring Sets features 
a cOnnoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barei tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Bare! Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 
more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 
adorned with brilliant diamonds. 


at ty 


\ 2 
The Barel signature JO appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 
Free mats available upon request. 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS The 
‘ A ee 


BRIDAL RING CC., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |, N. Y. 
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LADY SUNBEAM 


MODEL DHD HAIR DRYER 


| 1956, Sunbeam made marketing history in the feminine grooming products field 
with its revolutionary Model HD-1 Lady Sunbeam Controlled Heat Hair Dryer. 
Now, Sunbeam again announces an important new advancement in electric Hair Dryers, 
which will reach a vast potential market of buyers. 

The all new model DHD Lady Sunbeam Hair Dryer offers your customers MORE 
convenience... MORE portability... MORE performance. Its beautiful styling and 
ultra-practical design present ferrific consumer appeal in this fast growing market. 
Cap and tube are self-storing in compact, decorative case with convenient carrying 
handle for complete portability and ready use; New permanent fiberglas filter. 
High-speed, powerful motor gives as much as 9 times more air flow than ordinary 
dryers. Fully washable and adjustable cap is completely safe—no electric wires. 

Only Sunbeam offers a complete line of this popular high turnover item, 
supported by powerful National Television and Magazine advertising and a 


full merchandising and display program. 


America’s Best Selling Hair Dryer toy sunseam 
* MORE FEATURES °e POPULARLY PRICED 


Convenient and easy to use. Dial desired heat with the easy-to-set 
control—hot, medium, warm, or cool. Leaves hands free for house- 
hold tasks and drying nails. Dries hair faster, without any heat on 
face, neck, or shoulders. 


ETS TUR IO RN EEE EE 0 Aa PA ER RST OE I SET RETR A EI tm ee mcm 
MUS Srees EXTRA... 
ee BIG NEW 


prorat LADY SUNBEAM 

y, ; | I itor Vito 

ady undead SALES PROMOTION PACKAGE AT HOME witp 
| | JOUR AAR 


"OF At: ages 


~ 


to help you sell both Sunbeam models. Permanent, colorful, sales- 
tested display. Valuable “Victor Vito” hair styling book included 
when customers buy the Lady Sunbeam Hair Dryer. For details, see 
your distributor, or write Sunbeam. 


Sunbeam Corporation, Dept. 276, Chicago 50, Illinois 





IS WHAT TURNS 
SHOPPERS 
INTO CUSTOMERS 


The Whiting & Davis tag proves they re 
getting the real thing, genuine Whiting 
& Davis bags and Mesh-Mates® and 
genuine Whiting & Davis jewelry 

beautiful in design, beautiful in work- 
manship and beautiful in quality of 
materials ...so that every piece you 


sell helps sell you. 
WHITING & DAVIS COMPANY. INC. 


Plainville . . . . Massachusetts 


HAND IN HAND WITH FASHION 


SINCE 1876 
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THE MOST BEMMBTIFUL WAY THE 
TO SHOW YOUR DIAMONDS! IN] THE WORLD TO WEAR! 


© A miracle of ingenuity... simplicity! “Forever-Together” is the big, new diamond selling oppor- 
tunity of the year developed for you by FEATURE RING! 
it's new... different...saleable! Be first to see, buy and 
promote “Forever-Together” in your locality. 


@ The beauty, brilliance and importance of 2 rings 
combined as 1! 


e inseparable, rings are perfectly positioned at ali times! 
e Eliminates friction and wear, no shifting or twisting. Exquisite styles in all price ranges, handsome presenta- 


e Available with the famous patented Feature-Glo setting tion tray and traffic stimulating newspaper ad mats avail- 
that makes center diamond look 90% larger, 87% more able. Don’t wait! Contact your authorized FEATURE RING 


brilliant! wholesaler today or write 


MMIC Ding Company INC. 


130 WEST 46th STREET « NEW YORK 36. N.Y. 


| | WORLD'S LARGEST MANUFACTURER OF INTERLOCKING ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 





REMINGTON S$ | 


with the most spectacular. 





IT’S AN AD! IT’S A RECORDING! 
IT’S THE FIRST ADVERTISEMENT 








EVER TO CARRY AN ACTUAL 





RECORDING IN A NATIONAL 
CONSUMER MAGAZINE! 


CROSBY, CLOONEY, “SATCHMO,” Ladies’ Home Journal, McCalls to Look, and 
the Hi-Lo’s MAKE SWEET “HAR- vou have 6 of the most powerful magazines 
MONEY” FOR YOU THIS CHRISTMAS in America selling the most gift-appealing 
pre-selling Remington Roll-A-Matic with electric shaver on the market! All this 
nearly 4 minutes of musical commercial. and Gunsmoke too! 








This recording is bound into 6 million copies 


of Look Magazine, right in the middle of FEATURED ON TV's No. 1 SHOW 
Remington's colorful 2-page ad. The ad will "“GUNSMOKE’” 5 W EK EK KS P 9 FOR EK 
pre-sell nearly Sie) million readers, and the CHRISTMAS - Gift-clinching demonstra- 
recording will keep Remington gift sales tions for the entire Remington line... plus 
news of the Roll-A-Matic recording. This 
will be aimed at 50 million “Gunsmoke” 
PLUS 10 SHOW-STOPPING 4- viewers every week for 5 consecutive weeks 
COLOR PAGES FIRST 3 WEEKS IN preceding Christmas — the most power- 
DECEMBER—Add Life, Post, This Week, packed 5 weeks in shaver-selling history! 


Remington outsells all shavers—/3% 


” rW C ER i Ak Kry aa Mf TOBER 1959 


. . : " * , ; 
Spinning right Wp fy hristmas Hive. 





FIRST AGAIN 


shaver — ever recorded! 


REMINGTON N ROLLA-MATIC SHAVER 


ONLY ONE OTHER WAY FOR 
YOUR CUSTOMERS TO GET THIS 
RECORDING—THROUGH ORDER 
BLANKS AT YOUR STORE! And 
millions will want it because it’s offered 
FREE on “Gunsmoke” and in foll 

ads. Don’t miss out on this terrific 
builder. Retail display 
order blank dispenser. 


ORDER YOUR KIT NOW from vour 


distributor or any Remington Shaver repre- 


sentative. Tie vour store into this record 


campaign, right up to the hilt! Get your 


share of Remington’s record shaver sales! 


Presenuine 


kit contains your 


2 Rint - 


we Ye 


A record first for the new ~*~ 
% 
Remington Roll-A-Matic and you 4 


in Oe 


*. Dec. 8, on sale Nov. 24! 


~, o 
“Sete 


ae 
Or ee oe on 


magazine, 
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more than the next brand! tree 2 fe Sen 
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FULL PAGE AND OTHER ADS IN SEVEN MAGAZINES ARE BRINGING 
TEENAGERS INTO JEWELRY STORES ALL OVER AMERICA! 


Now—the prestige and “pulling power” of Pat Boone, TV singing star of 
CF the coast-to-coast Chevrolet Show and idol of America’s teen-agers, are 
S55 PRIZES | again being proved! Jewelry stores that have tied-in with Forstner’s Pat 
, Boone Contest are getting hundreds of teen-agers in for contest entry 
FOR JEWELERS! blanks—are selling Pat Boone Teen-age Jewelry to most contestants! 


FIRST PRIZE ~ MR. JEWELER! DON'T NEGLECT THIS 


OPPORTUNITY! 


- 1000 ~ 
: ad 7. Tie-in your windows, newspaper and radio advertising... 


iain _’ 


y C A & p= & Let this Big-Time Promotion produce for you! 


“Ye, 


: y : If you haven’t started your window display tie-in with this nationwide, 
; ee ; 2 powerfully advertised contest—contact your Forstner distributor—or write 
You can win this big cash prize i” or wire Forstner direct. Don’t lose a day—don’t lose sales—don’t lose profits! 
—you can win other prizes! 
But you must get your contest Be, 
displays in your windows— a4 80 PRIZES FOR TEENAGERS-FIRST PRIZE IS $1,000 
the more cna that get Ee CASH SCHOLARSHIP—plus 79 other valuable prizes every teen- 
contest entry Dianks at your _ ager will love. Remember—the teen-age market represents 10 BILLION 
store—the better your chances Be : , ; . 
be he o winner ten! a DOLLARS in yearly purchases—there’s plenty for you to gain by getting ac- 
quainted with teen-agers in your community! Forstner helps you stimulate 
teen-age traffic with Pat Boone’s sponsorship of this highly attractive contest. 


Here are the‘customer-attracting, colorful displays you get with eeaie vere atceire. 
’ A UR AUTHOR] 
Forstner’s Pat Boone Jewelry. FORSTNER DISTRIBUTOR 


oo ae 


‘ MARTE G tin Th th A0E0* 


_THE PAT BOONE - oe ee Z Vi 
TEENAGE ‘contest ee fel 
ident Bracelets 1.900 06 chsh ¢ ge . ain rma + COF4 CEp, 
COLLEGE SCHOLARSH ne ~ @ 
ie an VERE ap 0a iL. A weer aE oath i) 


JEWELRY’S NAME FOR QUALITY 


PRL PP rir ane SOD BOOS 


‘with the nationally euegee eps FORSTNER, inc., Irvington 11, New Jerdgy 
advertised Pat Boone ~ men : Te Showroon's: 
Contest, you get NP HO, Gee MM f 
* Two-Color Display Card 320 Fifth Avenue, New York 1, New York 
and Two-Color Poster ; 29 East Madison Street, Chicago 2, illinois 
aentiti a tbe ™ pie. | for window display. 6 pad age rsasg t Forstner, (Canada) Ltd. ae eis Quebec 
identification err ets in handsome gift boxes. , Headquarters Sign and autifully styled anklets. ’ ’ ’ 
other units shown. 
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SERIES 744 


It is very likely that this classic Baker setting is 
one of your favorites—but look twice at this illustration. 
You'll see a slight but important design change that 
greatly improves the height proportion and adds 
to the strength of the setting. 
Because of the popularity of this setting we are making 
it available now in a new 1" carat size. 


- 


S850 PASSAIC AVENUE © EAST NEWARK, NEW JERSEY 





ONCE AGAIN A SPECIAL FEATURE OF THE 


PECEMBER 
CORONET 


giwe 


Fine 
jewel rey 


OP’ 


christmas 


Hamilton Watch Company is using Coronet 
for the third year as the springboard in its 
Christmas promotion, with eight full color 
pages and millions of reprints for jeweler dis- 
tribution. 

Tieing in with this spectacular Hamilton 
section will be a number of other important 
manufacturers of fine jewelry and allied prod- 
ucts. Included in this group are Seth Thomas 
Clocks and Krementz & Co. Earlier this fall, 
Coronet has carried advertising from Omega 
Watch Co., Forstner and Revere Camera Co. 

Hamilton Watch is preparing a special 
Christmas cover to contain reprints of the ad- 
vertising in the December Coronet for your 
Christmas mailings. Many of the other manu- 
facturers will also supply material to their 


retailers. 


WHAT DOES THIS PROMOTION 
MEAN TO YOU AS A RETAILER? 

This is a prestige promotion that will in- 
crease your sales of the participating products. 
It will remind the 12 million Coronet readers 
that fine jewelry and allied products are most 
elegant and desirable Christmas gifts. In addi- 
tion, you can order reprints and envelopes in 
quantity with or without your imprint for your 
personal Christmas literature. 

Find out more about this promotion by call- 
ing or writing any Coronet office: 488 Madison 
Ave., New York 22, N. Y., PLaza 9-3232: Coro- 
net Building, Chicago 1, Ill]., DEarborn 22-7676: 
6505 Wilshire Blvd., Los Angeles 48, Cal., 
OLive 3-0841 ; 235 Montgomery St., San Fran- 


cisco 4, Cal., EXbrook 7-3063. 





COR 


OVER 12,000,000 READERS 


EVERY MONTH. 











NEW GEMEX 


DOUBLE 


ACTION 


DISPLAY 


DOUBLES 
IMPULSE 
SALES! 





IT HAS LIGHT! s/7T HAS MOTION! T/T HAS IMPACT! 


This interior-lighted, motor-driven “‘Double Action’ display assortment 

AND— has everything it takes to double your watchband profits during the 

IT GIVES YoU Christmas selling season! Light and motion act as “‘stoppers’’, the 
mirror makes sure all 12 pilfer-proof-mounted watchbands are high- 

6 lighted as the display revolves. Back-up stock of 30 watchbands are 

in rear drawer. This valuable watchband action display means more 

WATCHBANDS Selling action in your store! And the 6 free watchbands give you an 


FREE | extra profit bonus of up to $59.70 on each A-118 deal you order! Order 
is —— 
from your wholesaler today! 











Order New A-118 42-on Display Assortment 
of Best-Selling Watchbands—28 Ladies’ 


JEWELER’S COST | ...$171.60 


CONSUMER VALUE $377.90 &1 
14 Men’s—And Pick Any* 6 More JEWELER’S PROFIT ee. $206.30 er 


Gemex Ladies’ Tubular Adjustables, Links, JEWELER’S EXTRA PROFIT FROM 6 FREE GEMEX 
Snakes, or Cords...FREE! And the WATCHBANDS ... | upto $59.70 -- 


Display Is Yours: JEWELER’S TOTAL HIGH PROFIT .... upto $266.00 --. 


ORDER FROM YOUR WHOLESALER TODAY! GIVE YOURSELF TIME 
FOR PROFITABLE REORDERS! OFFER EXPIRES DECEMBER 31, 1959 


Any Gemex ladies’ tubular adjustable watchband or link, 


snake or cord, except in 14-Karat goid 


thee GEMEX corporation» UNION, NEW JERSEY 





YOUR NEWEST 


QUTLET 
FOR PROFITS 


Pe ari 





Va RECHARGE YOUR SALES WITH THE PROFIT “PACKED” LINE OF 


to lito 


RECHARGEABLE FLASHLIGHTS 


The flashlight that NEVER NEEDS BATTERIES is now available 
in two models, two prices, three styles to appeal to all 

your customers. They are nationally advertised, beautifully 
designed and individually gift boxed. 

All models of Life Lite® have hermetically sealed power packs 
that never need replacement. If the beam becomes dim, 

the user merely plugs the unit into an ordinary 110V 

AC outlet to recharge. Life Lite® can be recharged over and 


= over without harm of overcharging — will never leak or corrode. 
HEAVY DUTY SUPER “200” 
The world’s most powerful 
rechargeable flashlight gives hours FOR COMPLETE PROFIT —STOCK THE COMPLETE LINE 
of bright dependable light from each charge. 
Has built in Alnico® magnet _ luminous switch DISPLAYS FOR 
Gift boxed. Adapter for auto charging available. Ur | . 
Nationally advertised at $9.95 ‘ COUNTER 
* WINDOW 
POCKET-PURSE SIZE LIFE LITE pact » WALL 


This is the popular, all 
purpose rechargeable flashlight 


that hes sold well all over the Colorful, eye appealing displays, complete with electrical outlet, are available 


pavers: a modern, slim design for both price ranges, the $5.95 and the $9.95. They help you sell by showing 
appea!s to men and women the Life Lite to best advantage, and with the outlet you can show how easy it is 


of all — oe makes to recharge the flashlight. 
wonderful gift-promotion 


item. TWO MODELS WRITE TODAY FOR FULL DETAILS AND PRICES 
Bee Masculine — Gray & Gold, 
= Feminine — Pink & Gold 
Gift Boxed. Nationally Advertised at $5.95 Gulton Industries, tnc.,Metuchen, N.J. 
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directly from the 


If you are one of the 


38.000 American jewelers paying a Attract Customers with better dia- 
middleman’s profit | mond buys. 
to importers and wholesalers— and make up to double the profit on every 
sale— 


a 


Think about the advantages of eliminating this 


cut in your profits, savings up to 3 on cost 
: Send folmeltime(ae ll (uemels(uem Lim siiile)(omelieueu tle wie) s 


prices of fine diamonds — 
ordering, Our|guarantee of your satisfaction— 


Join over 900 American Jewelers 
who, during the last ten years, have taken JOA CHIM GOLDENSTEIN 


advantage of the better diamonds we are . 
‘ . . - ad ‘ > > ‘ “* . ~ 
° supplying at the lowest prices direct from Diamond Exporter for More than 25 Years 

Antwerp— THE DIAMOND CLUB, ANTWERP. BELGIUM 


AIRMAIL THIS COUPON TODAY 
JOACHIM GOLDENSTEIN, The Diamond Club, ANTWERP, BELGIUM 


Please send me immediately, complete descriptive folder and price list proving 
to me that I can cut my diamond costs up to 43 by doing my own importing 


Goll Medal — direct from Antwerp. 
A—— 


( HIGH AWARD BRUSSELS INTERNATIONAL EXHIBITION DPR ecient ie pial ie ate 
\ _ ’ - - . TA 
“SE AGESGE 1958 ESSGSSLKS—epprness__ 
a STATE... 


— airmail postage to Antwerp is 15¢— 





‘ Hamilton diamond watches 
* 


i consumers alike know that the acceptance of 


Jewelers ane 
Hamilton diamond watches is unequalled by any other 
Yet beyond the traditional quality 


each Hamilton diamond watch is another reason 


watch. 
bility of 


for this leadership—gift significance. 


and dependa- 
Recognized as the 
finest. a Hamilton diamond watch has special meaning to 


the man who chooses it. and to the lady who receives it. 


This is the mood created by H: amilton diamond watch 
Witness the 
Millions of ce Soe men and women 


Reader's Digest. The New Yorker 


advertising. ‘prestige’ advertisement on the 
opposite page. 
will see it next month 


and Sports Illustrated. 


You can put this advertising to work in your store, with 
reprints for counter and window. There are other power- 
ful promotional aids available, too—attractive, hard-hitting 
dealer newspaper advertisements. proven point-ot-sale dis- 
plays, effective direct mail and broadcast advertising mate- 
backed by the seal and 
registered guarantee which identify all genuine Hamilton 


rials. All feature the quality theme. 


diamond watches 


Ask your Hamilton re presenti itive to tell you how you 
can use this coordinated selling campaign to best advantage 


in your store. Or write: Sales Promotion Department, 


HAMILTON WATCH COMPANY, LANCASTER, PA. 
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BALLOU 


FLAT-BACK 


LINK 
CONNECTIONS 





give you style 

and dependability 

Here are four more cuff-link 
connections by Ballou. De- 
Signed for the manufacturer 
who must nave the best, they 
are backeu by Traditional 


Ballou Quality. In 14 Kt. Gold. 
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73 99 


FOR SOFT JOINT AND RIVET 
SOLDER WIRE FOR 71 LINK 


THE 

a celel io) wale! 
OF 

fefelels 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. |! 








(NO. 7324) 
DORCHESTER CANAPE PLAITt 


Graceful wreath design. 15' 
diameter. Was $10.00 retail 
NOW ONLY $7.95. 


(NO. 7326) 
REGENCY CANAPE PLATE 
Regal design. 15% diameter 

Was $10.00 retail. 
NOW ONLY $7.95. 





America s finest 
line of metal 
giftware 


(NO. 7325) 
SAVOY CANAPE PLATE 
Exquisite Design. 15” 
diameter. Was $10.00 retail. 
NOW ONLY $7.95. 





Above items at 50°: discount 


Order now for bigger holiday profits! 
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TCP ATV. 25th ANNIVERSARY SALE 


Just in Time for Christmas!  , 
New Low Prices—New Higher Discount 











(NO: 7159) 

SAVOY ROUND TRAY 
Gently Flare. 1214” Diameter 
. Was $6.50 retail. 
NOW ONLY $4.95 





















SA NL GO oe oe 


(NO. 7164) 
COMMODORE PERRY 
SQUARE TRAY 


1024" diameter. Was $6.95 retail. 
NOW ONLY $4.95. 


(NO. 7163) 
SAVOY SQUARE TRAY 
1034" diameter 
Was $6.95 retail. 
NOW ONLY $4.95. 



















A NE me 


10-INCH CANAPE PLATES 

No. 7316 Without Design 
No. 7320 With Stag Design 

No. 7321 With Cockerel Design 

Were $5.25 retail each 
NOW ONLY $3.95. 











(NO. 7162) 
DORCHESTER SQUARE TRAY 
10%" square. Was $6.95 retail. 
NOW ONLY $4.95. 





Wear-Ever Building 


KENSINGTON, G-1 | ALL ABOVE PRICES AT 50% DISCOUNT 


New Kensington, Pa 


Free Display Kit (Check Here) 


Please send the following Kensington items: 





oa Quantity Number Item 
en se : MMM 2447159 = Savoy Round Tray 
3 Me 247162 ~Ss— Dorchester Round Tray 
STORE Me 7163 Savoy Square Tray 
: : Me 47164 Commodore Perry Tray 
ADDRESS i .6—ClrcLr #7316 Canape Plate (Plain) 
‘ ee -_ #7320 Canape Plate (Stag) 
CITY saul __ rere Canape Plate (Cockerel) 
@ iv. JU | -_ #7324 Dorchester Canape Plate 
a og __ ET Savoy Canape Plate 
fe ae 7~ #7326 Regency Canape Plate 


& 
America’s Finest Line of Metal Giftware You. 


Westclox Series of Exciting TV Spectaculars 


"SPECIAL TONIGHT’ 


continues with 2 BIG Christmas Shows! 





aan iia ICE 
Oo” Nba Gi, mm, DECEMBER 7 


Tht 
AILADELPH 
MUAY 


WITH TOP STARS 
TO BE ANNOUNCED 
NBC-TV Network 
9:30—11 p.m. 


Eastern Standard Time 








Clocks will be featured oncom- 





a Wye mercials, as well as men’s and 
NOVEMBER 27 2 yA women's watches. See the big 


“MIRACLE ON = | , “ ras : : tie-in clock assortment below. 
247! STREET” |) 














STARRING 


ED WYNN, 


EVERYBODY'S FAVORITE a ee pe 
Fall NBC-TV Network : a BETSY PALMER 
U0 4 


8 :30—9:30 p.m. 

Kastern Standard Time Your Westclox Hostess 
Men's and women’s watches and key- 
wound and electric clocks will be fea- 
tured. See tie-in assortments below. 








Hina Wndinful Time to Give | 
WESTCLOX = 


a6 ? - Presented by uh, Lon TW FS 
ORDER "SPECIAL TONIGHT TIE-IN ASSORTMENTS TODAY! “SPECIAL Toniczr’ \& 


AT RIGHT: ASSORTMENT No. 5150 ~~ 
FREE display with 12 specially selected fast sellers. & WZ 





\W 


TN 


YOUR COST $65.97°* YOUR PROFIT $36.49 Y es 
*includes 5% electric clock quantity discount Bc) ip 


NOT SHOWN: ASSORTMENT No. 4150 
FREE display with 8 TV-featured clocks 
YOUR COST $32.82 YOUR PROFIT $15.45 


ASSORTMENT No. 7790 

Automatic watch display, featuring Betsy Palmer 

YOUR COST $53.93 YOUR PROFIT $27.82 
COQUETTE, BALLET AND SHADOW THIN WATERPROOF WATCH ASSORTMENTS ALSO AVAILABLE. 


STOCK UP NOW! DON'T MISS A SINGLE SALE! ORDER TODAY! 


WESTCLOS 


IT'S A WONDERFUL TIME TO SELL! 


MAKERS OF BIG BEN «- DIVISION OF GENERAL TIME CORPORATION «+ LA SALLE-PERU, ILLINOIS 


Y 2 
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SELL COMPLETE ROTO-SHINE KIT IN HAND- 
SOME NEW UTILITY BOX. Roto-Shine box 
fits proudly in corner of home ward- 
robes...slides under desk or in office 
closet. Provides quick, professional shines 
..-electrically! Suggested retail, $23.50. 


SELL NEW WOOD UTILITY BOX SEPARATELY. 
_ Make extra sales with polished hardwood 
box as handsome accessory for Roto-Shine 
owners. Built-in footrest adds extra 
convenience. Suggested retail, $4.50. 


| 
” 


SELL ROTO-SHINE IN STANDARD PACKAGE 
TO ALL ECONOMY-MINDED CUSTOMERS. 
Shoe polisher, buffer, 5 extra pads, brown 
brush, black brush, brown and black pol- 


ish. Suggested retail, $19.95. 


Full-color advertisements in Life, Esquire, 
Holiday, New Yorker and Sports Illus- 
trated! Ask about Ronson’s Liberal Co-op 
Advertising Plan. 
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Hand) & Harman for han 5O vears 0 good 
reasons why, when you order gold from us for a spec inc use, 
vou get a specific gold: White Gold, Red Gold, Yellow Gold 
in a range of karats. shape s. forms and ¢: neet every 
particular need. 

Pintong Wire? Snake Chain Gold? Earring Wire? Watch- 
case Alloys? Ring Stock? Yes, indeed, all these and more 


for drawing. spinning, stamping, machining. 

You name it—we’ve got it. What’s more, if you’d like. we'll 
be glad to suggest a gold that might make your product 
better (while it makes it easier) than the gold you're now 


=. y 
uSINnP. 


o* 


attention 15S 


A NOTE ON REFININGS 
duce. That's why 

ns sludge. etc., make 

send them to us. So, take no chances 


send vour next rehning lot to H indy x Harman You 


—_ 


be ihead 


Your No. 1 Source of Supply and Authority 
on Precious Metals 


HANDY & HARMAN 


Ceneral Othces: 82 Fulton St... New York 38. N.Y. 


Distributors in Principal Cities 
BRIDGEPORT |] PROVIDENCE 
NNECTICU 125 Richmond St 
LOS ANGELES (EI Monte 
N. Gibson Rd 


,LIICA 
* CHICAGI 
) West 


»R 


JAKLAND 12 F..600 16th St. CH DA: 141 John St., Toronto ; 
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Get set for Generous 


“Weather-Hawk” Barometer provides 
a continuous record to show trend 
and magnitude of barometric changes 
as well as rate of change — important 
in gauging severity of storms. Elec- 
trically operated. * 2316, $49.50. 
pare 


BRIGHT CHEERY ADS in The Saturday Evening 
Post, Parents Magazine and Sports Illustrated will soon 
be tantalizing readers with colorful displays of 
distinctive gifts like these. Be sure you’re ready for 
these prosperous shoppers—when they visit your 
store. Order a good supply from your wholesaler. 
Taylor weather instruments shown here take up little 


: space, move fast, return a good profit. 
“Attache” Thermometer-Barometer is 
a complete home weather station. 
Provides indoor and outdoor tem- 
perature, also barometer for weath- 
er forecasting. Solid mahogany back. 
* 5341, $17.95. 


FREE COUNTER CARD. Herman the Reindeer 
is a real shopper-stopper. Appearing in all Taylor Xmas 
advertising, he’s featured on a bright, appealing card, 
13” by 1014”. Herman on your counter will remind 
indoor-Outdoor Ther- customers to see your Taylor gifts, help keep the cash 
mometer. Single scale for , ‘nol; h hD ; Send f hic f 
. . 7, ae 2 5 a y 2) 
easy, comparative sead- register jingling throug ecember. Send for this free 
ing. Brown figures, off- 
white metal scale. 5 ft. of N. Y., Toronto, Ont. 
armored tubing. Easily in- 
stalled and trouble free. 
Case size 9" x 2”, 


‘ Antique white 
(#5336) or 
Chocolate Brown 
( * 5337). i /F;) 


Lumen $5.00 list. 


— ee nant aaa 


counter card. Taylor Instrument Companies, Rochester, 








Givers with Distinctive 
Gifts by Taylor! 











New Indoor-Outdoor Maximum-Mini- 
mum Thermometer shows Aighest and 
lowest outdoor temperatures since last 
reset, plus present temperature. Also 
showsindoor temperature.Solidmahog- 
any, brass finished trim. * 5323, $19.95. 


“Consul” Combination Barometer gives 
forecasts, temperature, humidity. This 
attractive desk set is ornamental and 
useful. Smart plastic case comes in 
choice of cloud gray ( * 2583) or choc- 
olate brown (* 2584) on a gunmetal 
base. $9.95. 


“Statesman” Pendant Barometer makes 
a most elegant gift. Solid mahogany 
case, polished brass trim. Small dial 
gives the relative humidity readings. 
* 2496, $25.00. 


“Larchmont” STORMOGUIDE Combina- 
tion gives temperature, humidity, de- 
tailed forecasts. Solid walnut panel 
and base. Exclusive Taylor altitude ad- 
justment. * 2587, $25.00. 


MEAN ACCORACY FIRST 


“Americana” Barometer in mahogany- 
finished Syrocowood with brass fin- 
ished eagle finial. STORMOGUIDE’ 
barometer; exclusive reminder wheel. 
* 2497, $17.50. 


Dial Window Thermometer styling has 
won numerous awards. Gray case with 
translucent back makes it easy to read 
from indoors. Stainless steel bracket. 
* 5320, $4.25. 











DIAMOND 
RING 
SALESMEN 


Territory Open 
EAST 


and 


SOUTH 


If you have the 
ability and experience 
to earn BIG MONEY 
and have proven 


sales records apply to: 


H. HAMBURGER (CO., INC. 
22 W. 48th St., New York 36, N. Y. 


Tel. PLaza 7-8790 








Thev' re New... 


“Sunflame” wall clock (26/0217) is finished 
in brass, has eight-day four-jewel movement. 
$29.95 retail. $39.95 with strike movement. 
From Henry Coehler Co., Inc., 102 Fifth Ave., 
New York. 


HEE 


Flexible 14K gold bracelet has cover of 
diamonds and swirling Florentine finished 
strips to form “Horn of Plenty” motif, hand- 
made chain with linked edging. From David 
G. Steven Inc., 37 W. 47th St., New York. 


“Zonar’s” three dials indicate temperature, 
humidity and proper temperature for max- 
imum comfort. Said to assure most efficient 
use of heating and cooling equipment. $8.50 
retail. From Airguide Instrument Co., 2210 
Wabansia Ave., Chicago. 


Brown crocodile watch strap (900) is fully 
tapered, has hand turned edges. The loop is 
set at an angle. $6.50 retail. From Kalbe Co., 
13 W. 24th St., New York. 





Now—in one convenient, complete assortment from ELGIN 


16 WRAPAROUND CRYSTALS 





gunn to help you give immediate 
repair service 


pL? 
gw 


ort 


49" 


+ 


ae 


Each envelope shows clearly 
which Elgin models are fitted 
by the crystal. 


To save you time... 
each assortment is accom- 
panied by an Interchange- 
ability Chart. Simple—clear 
—and complete. Tells you 
instantly which crystal to 
use with the Elgin model 
number stamped in the back 
of your customer's case. 


Assorted crystals come in this box, can also be kept in your 
Eigin Material Cabinet. Index dividers are available from your 
wholesaler .. . free. 


e Crystals fit every current Elgin wraparound and one-piece FULL ASSORTMENT OF 16 CRYSTALS 


case—22 models in all. 


@ Genuine Elgin quality. $ 85 
e Precise fit—exactly like the original Elgin crystals. 


N EW! This compact 
ELGIN CRYSTAL 
REMOVER 


e Positive, slip-proof operation. 

* Holds crystal firmly while you work on 
watch, yet cannot damage or break it. 

e Two interchangeable rings fit all one-piece FITS ALL current 
cases now on market plus wide variety of 1-piece Elgin cases 
other waterproof cases. 











and most other 


ORDER TODAY FROM YOUR AUTHORIZED ELGIN waterproof brands 


MATERIALS WHOLESALER 





Thev re New... 


The unique 

beauty in its 
sparkling play of 
colors makes the opal 
perenially popular... 
and the smart design 
of these masterfully 
erafted rings by 
CHURCH & COMPANY 
complements the 
loveliness of 

the stone. Mixer (R52) comes with two bowls, can be 

used as a portable. $21.98 retail. From Iona 

Manufacturing Co., Manchester, Conn. 


"a — 99074W 
14K white gold 


opal and diamond_ring 


3105 — 14K yellow gold 


opal ring 


“Centenaire” series is selfwinding and avail- 
3779/1] able with calendar feature. | $115 to $145 
Hs FTI. From Eterna Watch Co. of America, 
14K yellow gold Inc., 677 Fifth Ave., New Yor! 
opal ring 


CHURCH & COMPANY 


Manufacturing Jewelers 
Van CY. 1401-19) 04-1 -1 OMe) 1, 7-16 ae an) Pe 


MEMBER 


Linen pattern finished cuff link-tie clip set 
features engraved stars with embedded crystal 


AMERICAN . 
GEM SOCIETY stones. $7.50 retail. From your Anson dis- 


tributor. 





-COBB-+ 


NEW CHARM CONCEPT 
INCREASES GIFT SALES 


a 


PHOTO CHARMS > 


Pictures of Loved Ones 


As Near As Your Charm Bracelet 


by + COoBeBBsp+ 


The COBB “PHOTOCHARM” is the newest 
idea in gift charms. Holds actual snapshot 
Tale (-1 dela} (¢] Maal [aa-elale Mele) (-Maclale man 
graved on rear disc. Ideal for grandmother's 
charm bracelet. 

Attractive small display on your counter 
creates greater impulse buying . . . delivers 


extra profits. 


$6350 


per 


Available in 12 KT Gold Filled — Yellow. 
Sold as display of six. Order now from your 


wholesaler. 
Consumer Value . . $21.00 
Retailer Cost... . 9.00 


Your Front i333. PAUL 


=. (ZB 101 SABIN STREET 
Vv. site CO Be EB MYfOUNY PROVIDENCE 3, R. |. 





A CHANGE OF PACE FOR | They're New... 
Wee —SCsté@AXLLLLL:- SALLE ; 


A man's styled combination of 
metal and plastic inserts makes 
this band a certain sales winner. 


"Sleight Of Hand" sizing fea- 
ture... no tools... Just a 
flick of the fingers and a link’s 
out . . . Another flick, it's 
back in. 


The exclusive "Slide And Lock’ 
end lug is quickly, surely and 
easily interchanged to take 
either straight or curved ends. 


All exclusive features of this 
band are protected by U. S. 
patent application. 


Fully guaranteed, this revolu- 
tionary band is shown in Stain- 
less Steel, and is also available 
with 1/20 10 Kt. Gold Filled 


Tops and metal mesh inserts. 
Each band handsomely pack- 
aged in attractive Mark VII dis- 
play package. 


New alarm clock features moving, whistling 
bird, jeweled movement. $19.95 retail. From 
Florn Co., 1261 Broadway, New York. 
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NORTH ATTLEBORC, MASS. 


WATCHBANDS INC. 





First Desk Set with f 
$1.00 features for.. / ..only 


Truly a handsome, well made set, with your tyes 
cold imprint (5 lines maximum in block, seript ie 
or italic) on base, plus Free gift box. Min. PY a. 


order, {00. i-col. Newspaper mat sent free 


for your promotion uses ee 
Several ways desk set is being used: ge In Hundred Lots 


TO OPEN NEW ACCOUNTS. TO RE- ie Shipment 
OPEN CLOSED ACCOUNTS. OLD CUS- | Py nn in 
CHRISTMAS GIFTS TO CUSTOMERS. Write for 
Refills 10¢ ea. in red, green, blue. Desk Pen FREE New pieces added to Mirro’s aluminum 
and base colors: BLACK—IVORY— sample. fe oe er ia : 
RED—BROWN (or asstd.). If order Medallion” line include three-quart buffet jar 
doesr t specify color, we ship all black. — = ‘ " ‘ — 
Terms: | Net 10 days F.0.B. Factory. 4 (35); 16”x12%” serving platter ($6); and 

wks. élivery. ” hed + . . 
, ‘ 14” snack plate ($5). (Eastern retail prices.) 


GOLDNER ASSOCIATES From Mirro Aluminum Co., Manitowoc, Wis. 


P.O. Box 2703. Nashville. Tenn. 











856-$14.00)K 


sem 
RI-$18.00K. — 
fg a DR! 72)-$40.00K. 
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f J 
i 1311-$10.00 K, 


1354-$32.00K%. | 876-324 .00 K. 
WILLIAM & SIDNEY SPECTOR inc. 
mo" Importers of cultured pearls and 
manufacturers of cultured pearl jewelry “Renaissance” Florentine-finished watch 
Write for Brochure | band is available in both yellow and white gold 
7. WY 2032 filled. $8.95 retail. From Flex-Let Corp., 580 
22 E. 49 ST., N.Y. 1 t ate Plaza 3- Fifth Ave., New York. 
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NEW GENERAL ELECTRIC CLOCK-RADIO 
WITH TWIN-SPEAKERS AND SNOOZ-ALARM 


you to music or news. Turns itself and appli- 


Here’s a bright new sales booster from General 
1 and off automatically. Get in touch 


Electric. Jewelry-like styling...Antique White ances o1 
and Golden Trim; fully molded front and back with your General Electric distributor right 
away for full details. 
‘War (factu 

ara) 5 times in all. Slide rule. Vernier tun- West and South. 90-day w 
avaln...o time S1n all. OS1ilae ruie, ernlel un) ad inhbor. - ; 7 7 _— pany, Radia Ree . - 
ing with dial beam. Lul!ls you to sleep and wakes ti 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


for rood looks at any angle. Snooz-Alarm wakes 
ice. Slightly highe r 


| ; 
f rranty 0? both parts 


you...lets you catnap for 7 minutes...then calls 





NOVEMBER 1ith 
NBC-TV 
10—11P.M.,N.Y.T. 


your host 


LOUIS JOURDAN 


(of “GIGI” fame) 


and guest stars XAVIER, CUGAT and ABBE LANE 


"idem leal-iglet-m-mr-\.eldic—-m midlets. Veel-iglet-lsamigak sdeleal— 


i 


ONE MORE REASON WHY MORE PEOPLE BUY TIMEX THAN aNy OTHER WATCH IN THE WORLD 


50 EWELERS’ CIRCULAR-' 





x 

= 
SAGA 

3 





special guest star 


JERRY LEWIS 











BOBBY DARIN and JANE MORGAN 


new teen-age sensation — olsilit-tal eam ole) eleil-(at-ielale m-1 4411-1: 


375 Park Avenue, New York 22, New York—1300 Jane Street, Toronto 15, Canada 
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R5468 A 


available in 10K & 14K 
yellow gold or vellow & 
white. Ask your whole- 
saler to show you the 
complete B & B line of 
the finest in jewelry. 


@ WRITE FOR COMPLETE 


INFORMATION 


DESIGNED & STYLED BY 


R5446A /25 


RINGS 


MEDALS 


CROSSES 


5614D/1 











They're New . 


Scarab and cultured pearl necklace was 
created by A. Micallef & Co., Providence, R. L., 
for Amco Jewels. Boxed, $5 Keystone. From 


your wholesaler. 


“Oval Elegance,” new 58-facet diamond cut, 
is said to appear larger than round cut of 
the same carat weight. From Lazare Kaplan 
& Sons, Inc., 630 Fifth Ave., New York. 


Ca Tl... es — > 


Ladies’ black cord band comes with gold 
filled ratchet (3320) or center catch and safety 
chain (3352). $3.95 retail. From your Jacoby- 


3ender distributor. 


Large salt and pepper shaker set (777C) 
comes with brass finished carrying rack. $3 
retail. From David Douglas & Co., Inc., Mani- 


towoc, Wis. 





STOCK THE ONLY FULL LINE 


4468 
8-Cup Deluxe 
$26.95 


4488 
8-Cup Special 
S145 «* 


ee 5 
Varvenga: nh 
Coreen m ay 
ORB 5 .  ————, 


‘a 


You won’t miss a single sale 


when you stock America’s only FULL LINE of Quality 
Coffeemakers. There’s a model in size and price to satisfy 
every customer from the $14.95 special to the new 10-cup 
beauty. Every one in gleaming chrome on solid copper. 
Stock up now with Universal Coffeematic, the coffeemaker 
more people buy than any other — year after year. 
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4448 
» §8-Cup Stondard 
$19.95 


4470 
10-Cup $29.95 
4471 — 10-Cup Copper 
$32.95 


Famous Feats that Soft) 


* FLAVOR-SELECTOR - REDI-LITE 
* HEAT-SENTINEL - NON-DRIP SPOUT 
* SPEED PERKING 


eS : Pes om: ent tes % 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 











“The Kosary of the Wlonth 


Catamore Rosaries . . . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 


bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R481 /20-675 $13.50 
Crystal Aurora borealis, 
bead of the Northern light, 
hand engraved cross and 


center. 








Now stock jewelry 
packaging to cormpli- 
ment YOUR merchan- 
dise. A wide. assort- 
ment of over 80 sfyles 
to fit your pockaging 
needs. GE, 
Shown is one of our 
most popular ladies’ 
earring boxes. Rich 
light bive empyrean 
_yetvet contrasts attrac- 
tively with embossed 
border and gold foil 
base. 


-4Send for ovr current 
<a illustrating our 
complete Stock Line 
available for tmmedi- 
ate Delivery. iy 


We will gladly design 
your own specialized 
package for you. 


BOX COMPANY) 








523 MT. HOPE ST. «+ ATTLEBORO FALLS, MASS. 
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| They're New 


| 


Junghans battery operated desk 
clock may run for over a year on one bat- 
tery. Covered with tan leatherette. $59.95 
retail. From Chronos Clock Corp., 141 Fifth 
Ave., New York. 


Large pin with four octagon 
comes in several color combinations 
tail. From Jewels by Scaasi, 26 W. 


New York. 


Pendant has cultured pearl with diamond- 
set heart in center. From Goldstein-Gerson 
Co., 130 W. 46th St., New York. 


Sheffield’s “‘Victorian,” ladies’ antique style 
watch (10/6009), comes with Roman numerals 
in black, white, red or blue, matching suede 
band. $12.95 retail. From Pan-American 
Barter Co., Inc., 633 Fifth Ave., New York. 


CIRCULAR-KEYSTONE, OCTOBER 1959 








Increase your Sales 


and Profits by having 
ALL the Sterling Flatware Patterns 











at your fingertips 





‘his book is a necessary selling tool. The Sterling Flatware Pattern Index 
This book ’ lling tool The Sterling Flat Patt Ind 


' , is handsomely printed on heavy coated 
Used every day by jewelers across the : 
; , a stock and is conveniently prepared in 
nation, it contains actual-size illustra- 
: , , ; loose-leaf form. Revision sheets are 
tions of active, inactive and obsolete 

; - made available at reasonable cost every 
sterling silver flatware patterns made by : 
few years. 





manufacturers in this country. 


Easy-to-use, this valuable reference 
THE JEWELERS’ CIRCULAR-KEYSTONE 


book has a complete index which lists: Chestnst.and 56th Sto. Philodelghia 39, Penne. 


® the manufacturer’s name Enter our order for a copy of THE STERLING FLAT- 
; WARE PATTERN INDEX. 


With binder $27.50 Without Binder 317.50 


® the pattern name 
1958 Revision sheets $6.75 


the current status of every pattern Check or Money Order for $... 


With binder $27.50 © Without binder 
$17.50 


FOR THOSE ‘WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 











SN AK IS 


ARE BACK AND KALBE ~ 
HAS THEM! snake sands are now 


selling better than ever. Cash in on this 
revived trend with these smart, well 
made, profit priced Kalbe Bands. 

Ail are simple to adjust 

to any size. Gold Filled. 


mye SINGLE SNAKES 


& i +131 — Center Catch Safety Chain. 
Available in White, Yellow and Pink. - 
+143 — Same as above with Squeeze Ratchet Catch. - 


YOUR COST ONLY $1.95 


DOUBLE SNAKES 


+133 — Center Catch Safety Chain. ae - 
Available in White, Yellow <i ae ae | RETAIL 
and Pink. Gold Filled. SP 


+132 — with 1/2” Tube End for Sport Watches. 
YOUR COST ONLY $2.50 


2 oe Oe Oo ee ee ee ee 
ORDER FORM | WHITE | YELLOW | PINK | 
p31 @ $198 
COMPANY +143 @ $1.95 


ee Rae os @ $2.90 
132 @ $2.50 












































N Y C 10 N Y “Attach this order to r ; i 
i Pe » NT, “ your Busi iness ; Card or Letterhead 
5 








for the 
“ customer 
| looking for 
beauty... 
but mindful 
of cost 


A brilliant stone, next in hardness to a diamond 
{minimum guaranteed hardness—9 on Mohs Scale), 
scientifically produced, quality and color guaran- 
teed for a lifetime. Stocked and available in all 
shapes, 2 pts. to 25 carats. Write for free supply 
of folders and display for counter use. 

*Reg. U. S. Pat. No. 595517 


WALDERITE - 580 Fifth Ave., N.Y. 36, N.Y. + JU 6-0459 








manufactured in 14K 
gold and platinum for 
men's dress watches. 


We convert men's orig- , ss “é Available 


‘hal plain watch ea ia ee” to Jobbers 
iais ¢ , J 
yt dials. o ‘ & Wholesalers. 


F. RIEGER & SON 


2 W. 47 St., N.Y.C., N.Y. 
JU 2-4767 














They're New... 


“Grab Bag,” combination billfold-purse, is 
made of soft goatskin, has place for makeup, 
money, accessories. $5 retail. From Enger- 


Kress Co., West Bend, Wis. 


Phinney Walker “Marquise” desk alarm 
(PW102) comes with blond or mahogany fin- 
ished wood case. $8.95 retail. From Semca 
Clock Co., 30 Irving Place, New York. 


Auxiliary speaker cabinet forms the cover 
for main unit of this manually operated 
stereophonic phonograph (2094). Entire set 
weighs 12 pounds. 824.95 retail. From Arvin 
Industries, Inc., Columbus, Ind. 





Hasiest way to step-up sales! 


Motorola Clock Radios 


j 
featuring all the 


color, class and 


convenience 


your customers call for 


MODEL C1 
$19 95+ ® Wake-to-Music 





é 


MODEL C2 ® Wake-to-Music MODEL C3 @ Wake-to-Music @ Lazalarm 
(repeat wake-up cal!) 


$26.95t : en Switch $29.957 ® Siumber Switch © Tube Sentry 
uzzer Alarm ® Buzzer Alarm 



























































MODEL C4 ® Wake-to-Music @ Lazalarm MODEL C5 @ Wake-to-Music ®@ Full appliance outlet 
ps ® Slumber Switch @ Full appliance outlet ne ~ ®@ Slumber Switch @ Pushbutton performance 
. . e T Ss: e¢ T 
$37 95 ® Buzzer Aiarm ® Tube Sentry ’ 39 Jo © Buzzer Alarm © Tube Sentry 
® Nite-Glo Clock Face ® Lazalarm 


Now Motorola takes a page from the auto guarantee the station will be “riding the beam’”’ 
industry’s ‘“‘Success Book’”’ to help you sell more when radio comes on, even if shut off for days! 
clock radios than ever! Five new models (8 color- Tube Sentry* cushions warm-up power surge, 
ful colors and combinations) offer “minimum to ends 75% of service calls. Get full details from 
maximum” clock-radio features. Your customers your Motorola Distributor! 

need take only the features they want. Every 

set has the same powerful 5-tube chassis... : 
plus exclusive new drift-compensator unit to ) MOTOROLA 


TRADEMARK OF MO T MANUFACTURER'S SUGGESTED RETAIL 





Thev re New... 


WHT 


WITH 


OTBALL CHARMS 


ACTUAL SIZE 


“Firelight” sterling design comes’ with 
sculptured flame motif. Si: piece setting re- 
tails for $38.75; three piece setting for 520 
From Gorham Co., Providence, R. I. 
You can be the big winner in the athletic 
banquet season by selling charms to the many 
champion teams. Build for permanent 
leadership in this field with Fisher quality, 
in Sterling, Gold-Filled, Rolled Gold Plate, 
and 14k Gold. Always through wholesalers. 


Catalog on request 


J. M. FISHER COMPANY Attleboro, Mass. 











CASH for Your 





Surplus Silver, Diamonds and Jewelry 

Newly styled “Mansfield” is waterproof and 
shock resistant, has a stainless steel case and 
band. $97.50 FTI. From Mido Watch 


a 


matching 
580 Fifth Ave., New 


Co. of America, Inc., 


York. 





Trine a 
A et Nel 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 
& Son . 
“Hi-Hat” electric clock has a white glove 


Memphis Jewelers Since 1862 ' 
hour hand and a cane for the minute hand, 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE always says five o’clock. From Spartus Corp., 
2110 W. Walnut St., Chicago. 
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LETTERS... 


Baby’s Weight in Carats 
To the Editors: 

Since I have been unable to find the 
announcement I had seen in your maga- 
zine, will you please look over the en- 
closed material and give me any sug- 
gestions for revision? 

MRS. M. C. KNIGHT 
South Bend, Ind. 


JC-K’'s issue for May 1958 conve yed 
into? mation for proud-pare nit Ve Me le rms 
who wish ta OWnNnOUuNCE the arrival of ul 
hundle row hie Oven Mn t¢ rvs of thre 
trade. There are 14j »” ’ carats to ] 
OlurTce avoirdupois; the rerTrore a baby 
M¢ igh Ing fh lbs.. Pour OHinceS would 
Mr ¢ igh 14.175 carats. Naturally, grade 
should be re pol ted as it for flawless. 


—Ed. 


Profile of a Con Game 
To the Editors: 

I’ve been a victim of a professional 
swindler—not another delinquent ac- 
count but a real, honest-to-goodness 
pro, one who steals from the whole com- 
munity. 

Here is the procedure this husband- 
and-wife team has used successfully 
throughout the country. Perhaps a 
warning to a fellow-jeweler may save 
him a great deal of money and head- 
aches. 

Name: Robert Grace (next time it 
might be Jones); employment: super- 
intendent on a pipe-line crew. Proce- 
dure: Husband establishes credit at the 
bank and really looks good, paying back 
$1500 to $5000 in a short time. He 
gains the confidence of the bank, a car 
dealer, gas station, a furniture store, 
etc., paying large down payments and 
meeting his commitments. This takes all 
of three to four months. Then his wife 
gets into the act; she pays cash ($40 to 
$50 at your store.) Finally, she selects 
a nice-size diamond set and leaves a $20 


“The LIN! 


NDLEY MAN” 
“represents over 1000 years of 
: packaging experience. 
For many years the name Lindley has been 
known for the finest folding boxes in the 
world . . . for the attractiveness, quality, de- 
pendability and service insisted upon by the 
company’s founder. Packaging created and 
produced in the Lindley manner reflects the 
quality of your products, the personality of 
your store...helps you gain friends*and 
repeat customers. 


Contact “The LINDLEY MAN” .. . a card or a wire 
will start you on the way to better packaging. 


LINDLEY 


BOX AND PAPER DIVISION 


Marion, Indiana 


FEDERAL PAPER BOARD COMPANY, INC. 
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he woud inet thes 


BANDMASTERS| 


39 


®>CUSTOM-SIZE 


WATCH BANDS 


The world’s best watches wear 
Duchess bands. There are Duchess 
‘bands on nearly every fine watch 
line in your store. 


This is one of many good reasons why 
the band line to carry is Duchess 
— plus guaranteed quality of 
workmanship and material, 

a stimulating range of designs, 
surprisingly low prices — 

and Duchess’ exclusive 
Custom-Size, the easiest, 
quickest, safest way to add 

or remove links for 

perfect fitting. 


There’s a Duchess band 
to suit any watch, 
any customer. 


ADVERTISED IN 


T 7 \ 
ye - 


“FREE ILLUSTRATED BROCHURE 
UPON REQUEST 


FREE with your 


order for 12 ladies’ or 
men’s assorted attach- 
ments: 


The Duchess Spacesaver 
sales display that keeps 
your inventory at a fast- 
moving profitabie level — 
never more bands than 
your volume warrants. 


Sold through your wholesaler. 


"b6 
FP sechoss” JEWELRY MFG. CORP. 


300 OBSERVER H’WAY, HOBOKEN, N.J. OL 6-5757 
In New York City: WOrth 40322 
Chicago Sales Office: Lewy & Goodman Co., 29 E. Madison St. 
*Patents Pending 
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down payment to hold it; she is to bring 
her husband back in a week. 

The diamond and th> money lie in the 
layaway drawer for three or four weeks 
and the big sale starts eating a hole 
in your heart or tummy. 

Finally, the team arrives in your 
store on a Saturday afternoon. He likes 
the set, but wants to look at others. 
Two hours later we’re back at the same 
$1,200 set. But they feel they should 
wait awhile. As time wears on, your 
down payment comes down lower and 
lower; at last you agree to let them 
have the set for $60 to $100 cash- 
down and a check for $200 more. 

The check, however, is on a bank 
their last resi e—a town whose 
bank is now closed. You call the bank 
in his present location and they vouch 
for the man. Two or three other credit 
references also check. When their check 
is returned for nonsufficient funds, you 
find they’ve flown the coop. You also 
find they have taken a jeweler and per- 
haps a car dealer in several towns 
around their point of operation... . 

The hunger for a good sale made us 
less cautious. The fact that we had sold 
the woman several nice cash items be- 
fore lowered our guard. . 

The bank and hundreds of merchants 
are looking for these swindlers. If some- 
one profits from my tale of woe and 
saves himself some money or even helps 
trap these people, my story will not 
have been in vain. I wonder how many 
fellow-jewelers have been trapped by 
these sharpies. 

DONALD A. BUSCH 
Rockford, Ill. Busch Jewelry Co. 


Basic Data 
To the Editors: 

You went to much trouble to get me 
the surveys, [This Is You, the Retail 
Jeweler; The Importance of the Whole- 
sale Jeweler, etc.], which I appreciate 
very much. This information is help- 
ful to us and could be equally helpful 
to all phases of the jewelry industry— 
if they only knew how to use it as it 
should be used. 

MAURICE DAVIS 
Barnett Davis, Inc. 
Pittsburgh, Pa. 





Graduation Payoff 
To the Editors: 

We wish to say a belated “thank 
you” for your aid in our graduation 
clock contest. We heard of this promo- 
tional idea from you last spring. We 
received your full cooperation and were 
sent a copy of an article which ap- 
peared in JC-K some time ago. 

This contest was deemed a success 
by all concerned, and we are looking 
forward to repeating it next year. 

CHARLES H. MC CUTCHEON 
Jenkintown, Pa. 


“If | Miss a Copy” 
To the Editors: 

I want you to know how much the 
writer enjoys reading the many en- 
lightening and interesting articles in 
JC-K. Frankly, if I miss a copy I feel 
like I have lost quite a sizeable chunk 
of highly valuable information. 
Tallahassee LESTER W. MOON 


Repair Work-Load 
To the Editors: 

How can one do quality work in doing 
eight watches per day? Why, just to 
clean, polish, boil out cases, clean and 
re-cement crystals, etc., etc., takes up a 
considerable amount of time—let alone 
to overhaul and time out a watch to 
positions! 

I can brush my teeth (about 30 of 
them) in about 10 or 15 seconds. But 
how many dentists will say that you 
can do a good job in that length of 
time? 

I’l] bet Mr. Scheibel can sit in the 
grandstands of a ball park and tell a 
player how to hit a home run every 
time he comes to bat. Or sit in Madi- 
son Square Garden and tell a boxer how 
to knock out his opponent with one 
punch. 

JAMES LAWSON 
Amarillo, Tex. 


Seems to ws that if Bill Schethel had 
devoted himself as thoroughly to base- 
ball as he has during @ lifetime to the 
watch industry, he’d be right helpful as 
a batter’s coach.—Editor. 





PHOTO CHARMS 


14K GOLD FRAMES 


with indestructible metal 
reproductions 


SS $27.00 


Unconditionally Guaranteed to ‘ast forever 
A permanent portrait framed in 14K gold 


Send for FREE Photo-Charm Counter-Card and Brochure 
PHOTO SCULPTURE, INC. 


Division of 


HONORA JEWELRY CO. 
42 West 48th St. New York 36, N. Y. 











unique 
in the 
richness 
of its 
engraved 
detail, 

the most 
line of 


STERLING SILVER JEWELRY 


iS <> tastefully modern in styling 


<> agelessly classic in quality 
‘Sy realistically priced 


Let MS hear Tron You, 


The ié "° SO) much piore ae a I]. 





a = 
corporation 
Post Office Box 711 


Dover, New Jersey 
Phone: HOpatcong 8-O300 
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urn “prospects” into “buyers” 








Identify your store as a 
source of nationally ad- 
vertised rings. Stock these 
all-precious palladium 
Classics ... order them 
from Byard F. Brogan 


You and your customers will see this adver- 
tisement in BRIDE’S MAGAZINE, Fall 
1959 (circulation 144,588) and in 
SEVENTEEN, October (circulation 
975,027). Ask for free reprints of the adver- 
tisement and mail to a selected list of your 
best customers. It will be worth your while. 


The power of national advertising plus the intrinsic 
beauty of these classic palladium rings will combine 
to make them your “best-sellers”. Good values .. . 
popular designs. Order sufficient stock now to be sure 
you're not caught without merchandise when national 
advertising sends prospects to you. 


When it’s ring-talk time... 


you'll] want to know about palladium 


_.. the newest white precious metal 





Sweat ee ae ae ao ee ee eee ee eee Oe _ 


BYARD F. BROGAN 
801 Walnut Street, Philadelphia 7, Pa. 


for engagement and wedding rings ‘ 


Hadium. so beautiful they 
ui can wear rings reated in paiiad if’ 
| mnneo — an- 
w i] lelight you many anniversaries trom now o roma! 
bik Cae be ] 
le for vou. Palladium accents 


ll feel palladium ts maa “em 

recious Mm oday 
tne s] arkle of gems Discover this new, preciou metai toda 
| : tor I niormative bo Klet and the name ot 
‘? ati it ‘ot iit« j 


Available on memorandum to rated retail jewelers: 
rat Keystone 
$330.00 
92.00 
44.00 


200.00 


Size 
st write us : 
earby jeweler eg ee a 
‘ ~ Matching wedding ring (a 
meta! of the platinum * 
— guard ring ) (a 


- diamond wedding ring............ (a 


Also, send 100 free reprints of palladium consumer 
advertising. 


* 
All-precious palladium rings ..-! Na me 
guard ring, channetl-set with sy 
thetic blue sapphires. $44 Reg 
wedding ring. channei-set with d 
monds all around. $200. All the rity 





Perfect pair in paliadium...engage 
ment ring with sparkling center dia- 
mond, and 4 side diamonds $330 
Matching wedding ming with 7 dia 
monds. $92. (Also available in yellow 


Store 





gold with patiadium settings 


shown above by Byard F. Brog 


Address 


j 





+ 67 Wall Street, New Y: | 


4 «City Zone____ State i 


ce -¢ ss 6h OU.SsSlhUmD-lUr Cn GBs “wm Hi mm mm: wm m£: we! & 4 [oo om — - 


PALLADIUM...a precious metal of the platinum group 


PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC. + 67 WALL STREET, NEW YORK 5, N.Y. 


. in 
Piatinum Metals Division + The international Nicke Company 
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5-NEW CROWN 
ALL-TRANSISTOR 


RADIOS 


© Beautifully styled to capture every heart. 
¢ Priced right to top any competitive bid. 
© All 5 of a kind... the finest in the deck! 








Nationally Publicized 
- Nationally Advertised 


Seen... Admired... Wanted By Millions of Maga- 
tine Readers, Millions of Television Viewers Every- 
. >]; where. Featured on The “‘TREASURE HUNT SHOW" 
LEZ ing Starring Jan Murray on NBC TV Nationwide Network 


SALES PRO- over 140 Stations. 
MOTION MATERIAL 


FREE with ORDER ae a 


Write, Wire or Phone For the Best Deal Ever Handed To You 


4 ad nm § ea oO *. 276 4th AVE., NEW YORK 10,N. Y. © GRamercy 7-7500 
‘ 215 West Sth St., Los Angeles, Calif. 
i n Cc s SALES OFFICES: 29 East Madison, Chicago, Illinois 


International Offices London . Biel-Bienne . lalelaleh colle) ° Tokyo . Manila * Bangkok . Kuala 
Lumpur t Hamburg . Montreal . Rio de Janeiro* * Osako Singapore Djokarto ° Penang Ipioh 








“salesmen” to help you sell 


Artcarved 


|IAMOND AND WEDODIN G RINGS 





and the 


ermanent Value Plan 


Here is the most exciting, the largest advertising campaign in Artcarved’s his- 
tory. August through December, 20 pages of compelling advertisements will 
help you sell in nine leading national magazines. Seven full pages are in blazing 
color — including a spectacular two-page spread. And, for the first time, there 
will be wedding ring advertisements in memorable color to create a lasting im- 
pression on your fast-growing wedding market. 

And this handsome boy and girl are doing the selling job. They will influence 
your customers everywhere . . . reach one family out of every three. Every 
seven days they will appear together, or the bride alone. They will tell young 
people about the exquisite styling in Artcarved rings . . . sell them on the remark- 
able Artcarved* Permanent Value Plan, which enables budget-minded buyers in 
your town to grow their diamonds with their income. Be sure you tie in. Plan 
now to make your profit picture reflect all this great national excitement. 


MORE PAGES...MORE COLOR IN THESE LEADING NATIONAL MAGAZINES 


“*4 fe } > i » , OUR 
oF % le. : ‘ a 
) , z ak -. a , aeLAY 
Made, | Brides Home —— Ae 


; on, 
IS@EHEI aes ~e 
4 he 1.9 7 j oars S ee 


+ 


USE THESE ARTCARVED MERCHANDISING AIDS TO HELP 
YOU PROMOTE ARTCARVED RINGS IN YOUR STORE 


NEW DISPLAYS. Bride displays, folders, gift books, ‘““Wedding time for local tie-ins. 

flasher and motion units for Guide for Bride and Groom.’”’ FULL-COLOR MOVIE PLAYLETS. 
window and counter. NEW RADIO DISCS. One-minute For local indoor and drive-in 
TIE-IN LITERATURE. Full-color and twenty-second spots with theaters. Also, in B& W for TV. 


MEwBER 
© Guaranteed by © 
Good Housekeeping Ld Ld § a 


216 East 45th Street, New York, N.Y. 
NEW YORK + AMSTERDAM +: ANTWERP 





SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


Tah, 


LONGINES NAUTILUS “SKIN 
DIVER” WATCH—A NEW SPECIALTY 


The Longines “Skin Diver” is tested 
waterproof at pressure equal to 660 feet 
depth. The hands and dial are brilliantly 
luminescent for reading in the “twilight 
of the sea.” The rotating bezel permits tim- 
ing of either hours or minutes. This feature, 
you may remember, was first introduced by 
Longines in the famous Lindbergh Second- 


Setting watch of wartime fame. 








1S WMARZ 1959 ONGINE S 


A New Development by Longines 


Photo-finish is an expression that has 
become established in American speech. 
Photo-timing is just now gaining accept- 
ance in American sports. Longines has 
developed two new printing-timing instru- 
ments. These are the Longines Cine-Timer 
which employs a motion picture or se- 
quence camera, and the Longines Contifort 
which employs the so-called slit camera 


principle. 


ve FALL AND CHRISTMAS ADVERTISING 





Our Strongest Campaign Will Produce Tremendous 
Impact— Banner Sales Anticipated 


The strategy of selling, whether for the retailer or the manufacturer, calls for long- 


range planning. Timing is as important as in winning a battle. “Don’t fire until you see 


the whites of their eyes” was good strategy at the battle of Bunker Hill, and is still good 


| / 


strategy in the peaceful but hotly competitive conditions in today’s merchandising. 


We have been preparing some big new guns for this 1959 Fall and Christmas sea- 


son. Our lines have been enriched with new and exciting models offering 


intrinsic 
program 


of possession. 


THE TIME IS RIPE 

The jewelry industry, and fine watches in 
particular, have gone through some trying 
periods in the past few years. But every indi- 
cator says that this Fall and Christmas sea- 
son will be the best in five years. Because we 
are convinced that this is so, we are pro- 
gramming our biggest all-time merchandis- 
ing and advertising program. 


THE PRESTIGE OF 
LONGINES-WITTNAUER 

The dictionary defines “prestige” as “the 
power to command admiration and esteem; 
“reputation or distinction based on bril- 
liance of achievement, character, renown. 
These phrases describe the common apprais- 
al of the watches of Longines-W ittnauer 
with the great majority of the American 
public. This unique prestige is the result of 
almost a century of keeping faith. Continu- 
ous improvement in quality and the best 
possible values at all times are expected of 
watches offered by Longines-W ittnauer. 


EVERY PROVED ADVERTISING 
MEDIUM TO BE EMPLOYED 

The full Longines-Wittnauer advertising 
program will be released in the various 1s- 
sues of GOOD WILL and in other special 
communications to you. We can tell you at 
this point that we will continue to make 
dynamic use of the great major communi- 
cations media—television, radio, magazines, 


the greatest 


values. Our packaging has been made more attractive than ever. Our display 


has been keyed to the basic problem of selling quality, prestige, value, pride 





newspapers, etc. These phases of 


SpOrts, 
the campaign will reach virtually every 
family in the United States and Canada. 

TELEVISION. A series of powerful TV 
programs will be co-sponsored by Longines- 
and of America’s largest 


W ittnauer one 


advertisers. It’s a sensational, new series 
that we anticipate will create a tremendous 
stir in October, November and December. 
RADIO. Ten coast-to-coast news programs 
every week on the CBS Network of 200 


i, 


stations: ££ COast-TO-Coast news programs 


each week on the NBC network of 200 sta- 
tions; all this plus several weekends of satu- 
ration network broadcasting. The number of 
listeners to this radio campaign adds up to 
a fantastic and unbelievable figure. 
NATIONAL MAGAZINES AND 
NEWSPAPERS. The famous Longines 
full-pages in the great national magazines 
will appear during the Fall and Christmas 
campaign, adding multi-millions of circula- 
tion impressions. 

SPORTS ADVERTISING AND SPEC- 
TACULARS. As for many years, hundreds 
and hundreds of football games of all the 
will be 


leading colieges ana 
Longines-timed, and program advertising 


uNIVersities 


in connection with these events add further 
power. Hundreds of Longines spectacular 
timing clocks in strategic positions in the 
great stadiums, in college gymnasiums, etc. 
are added features. 
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ate REMEMBERED THE GUM: Morris 
\/ Foxman. Kinston (N. C.) jeweler. 


endorses the current cultivate-the-kids 
eult LOO He knows it 
pays off. 


per cent. 


> : 
tecently a voung woman went into 


his store and asked to see some jew- 
“You dont know me. | reckon. 


“but 


elry. 

she 

my favorite people for 1S years.” 
When old. it 


seems, she went shopping at Foxman’s, 


smiled. vou ve heen one ol 


she was SIX vVears 


one day, with her mother. “And you 
\ whole 
thought 
people; 


vave me a package of gum. 
then 


wondertul 


from on. | 


pa kage! 
iewelers were 
thought about vou whenever | passed 


And. 


“Ome 


a jewelry store. now. when 
really can buy jewelry. Ive 


driven 60 miles to trade with vou.” 


She made a sizeable purchase, too. 


\ bout 


N° PASSWORD. NO PASS: 
4 story—-and it actually 

of William Savitt 
Inc., Hartford. 
West Coast 


In a 


S500 worth. 


happened 
Savitts Jewelers. 
Conn.) concerns a 
incident. 

service heard 


tavern a man 


another boasting that he got a pass 
to the theater because the theater man- 
ager was a former Hartford resident. 


“| just told him I was from Hart- 


Fay orite 





SPEAKING 


ford, too: and he gave me the ticket.” 
The chap with the radar ears made 
the the 
managers ofhce he hinted passes 


“Tm 


theater. In 
for 
Hartford. 


a bee-line for 


and confided: from 
Conn.” 
hov.” said 


Hartford 


“So voure a 


Beso VO 
yVGATEP 


( AY Ae 5; 
f, PY A / n° ys Vg 
' A “ed ; | ° Ss 
manager skeptically. 


POMG stand 
heard of it. 


9.0-MG-£4 2 gamme ‘Pass Ow Muar GeaEM an 2 


“Tell 
for if 
the 


the me. 


what 

“Neve 
admitted. 

“Ti 
then 
(oodbve!” 

The manager knew that 
in Hartford knows that POMG stands 
“Peace Of Mind 
phrase that appears consistently and 


does 


= diet 


heard of POMG. 
Hartford! 


youve nevel 


vou re nol trom 


everyone 


for (,uaranteed. — 


conspicuously in William Savitt’s jew- 


store ads. 


Pa.) R. D. 
“Smith” 
He took 


watch- 


elry 

pager An Easton 
man—let’s call 

had trouble with his watch. 

it to Michael Struk. 

maker and jeweler. Struk did a double 


him 


aston 


OF THE JEWELRY TRADE 


take: 
“That’s 

The 

Police 


dumbfounded. ~~] 


and telephoned the police. 
my watch!” said Struk. 
loaned to Jerry Cicale.” 
Cicale 
put it in 


one 
who 

the 
and 


summoned Jerry 
was 
compartment of my car; 
stolen last month. 
said. Then they 
the car thief 


had abandoned the auto- 


clove 
mv Cal was 
know. he 


‘hat 


you 
recalled 
“Tones. (soon ap- 
prehended }. 
mobile in front of Smith’s rural home. 

from Struk to 
to “Smith” to Struk. Cycle complete. 


Watchmaker Struk is 


own timepiece: watchless “Smith” is 


Cicale to “lones 


his 


repall Ing 


cooling his heels ‘gainst a hearing on 


charges of petty larceny. 


We 


sePeCTI 


Have 
Lon Chanevs old 
The Phantom of the Uperas ti 


because 


VERSUS LUNG: you 
movie 
not, 
a chance to. it's 
the 
fans. 
you do, 
horological 
for 


One sequence shows Chaney 


voull have 


revived tor ven- 


“chill” 


when. 


being yvounge! 
eration of 

lf. and 
Fried. JC-K 


might 


you says Henry 
consultant, 
you watch a glaring ab- 
surdity. 
hiding in a deep indoor waterway 
and staying alive by breathing through 
a 10-foot length of 

‘A good waterproof watch wouldnt 


bat a tick at that depth.” says Henry 


hose. 
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... the buying 
public expect 
of a jeweler 


Toshiba transistor radios are MODE 6TP-314: : 
7 ; A powerful 6-transistor shirt- 
precision engineered like a precious pocket size portable that operates 
timepiece...styled with the on-pentite batteries. Compiety 
Sie . 7 ons . : with batteries and genuine leather 
beauty of artistic miniature carrying case. 
Suggested List 39.95 


masterpieces ...dependable in 
performance as the ebb and 


flow of the tides. WORLD FAMOUS 
Experience, tradition and 
uncompromising adherence to the 
highest standards of quality has 
made TJoshiba transistor radios 
the first choice of leading jewelers 





the world over. 


GIFT BOXED TRANSISTOR RADIOS 


Tosi by min, eae pag ios ar attractively 


’ ; 
»¢ " . : 
hored ae ‘) < .< j ig SEASOT, 





MODEL 8TM-294: 
A super-powered 8-transistor portable MODEL 6TP-309: 

styled ay st a of a Pi blue A 6-transistor portable in ultra modern 
paowe OF [ore 9, In grey an ve styling that captures immediate buying 
trimmed with gold. interest. In 3 popular colors. 

Complete with penlite batteries, ear- Complete with battery and genuine 
phone and genuine leather carrying case. leather carrying case. 


49.95 Suggested List 37.95 








Exclusive U.S. Representative for Toshiba Brand Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N.Y. 


he 





who has done a lot of research fer his 
current JC-K series All About Water- 
proof} Watches. “But for 
tc breathe at 10 feet is impossible! 
“Even at three feet,’ says Henry, 


man to try 


“skin divers hesitate to use the hose 
snorkel. It 


The pressure of water three feet under 


type can be disastrous! 
is greater than the lung’s strength to 
inhale.” 

Which proves, variously, the airy 
disregard for fact of early movie pro- 
ducers—and a watchs superiority ove! 


vulnerable man. 


i ove OLDEST CLOCK? Perhaps the 
long-running dispute about which 
country produced the first clock is 
about to be settled once and for all. 
Perhaps it wasn't Germany or Italy or 
Looks now like it might have 
been ancient Greece. 

Among treasures of the Greek Natu- 
\thens 


are pieces of a complicated mechan- 


France. 


ral Archeological Museum in 
ism recovered. near the Greek island 
of Antikytherd. from the sunken 
wreck of an ancient cargo ship. At 
first it was thought that the calcified 
lumps of corroded bronze were pleces 


of broken statuarv. (As tar as we ve 
known. the Greeks didnt go im tor 
scientific development or experiment. 


They 


labor. ) 


had a contempt for manual 


Then a discerning archeologist 
recognized the lumps as bits of a 
mechanism, apparently badly crushed. 

The long, painful job of cleaning 


And 


not crushed at 


now. 
all! 


are being joined and the detailed in- 


was undertaken anyway. 


the fragments- 


scriptions on each dial are being de- 
ciphered. What is emerging, 
Derek J. deSolla the 


issue of Scientific American, 


savs 
Price in June 
“must 
have resembled a well-made 18th-cen- 


clock.” 


of a box with dials on the outside and 


tury \pparently it consisted 
a very complex assembly of 20 gear 

Inscriptions 
establish that 
it was a mechanism to calculate, with 
the 


wheels mounted within. 


on the dials. however. 


remarkable accuracy. motions of 
stars and planets. 


Mr. Price: 


mechanical devices. 


“Lnlike other 
the clock didnt 


evolve from the simple to the com- 


“ays 


plex. The oldest clo ks were the most 


compli ated. All evidence points to 


the fact that the clock started as an 
astronomical showpiece that happened 


to indicate the time. 


And. now. the oldest known specl- 


, oP \ / 
~~ £ =? _ 
4,7 ay = @ —. 
7 ~ —— ea - 
a“ 
. ; ra p ’ 
we WL, es ' 


(tt 4 | 


-—~ ~ " ne 
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y 
“ere 
"Rt 


rt 
men of these ancient instruments is 
the Antikythera 


sa\ archeologists. 2.000 vears ago. 


— 


item “biggest and best” 
files. white topaz 
(4620 carats; about two pounds) is 


mechanism — made. 


POUND Here’s another 


rOPAZ: 
lor your 
From a_ colossal 
currently emerging the largest emer- 
ald-cut topaz in the world. When cut- 
ting and polishing are completed 
with the help of 15 carats of diamond 
dust 
carats. 
The fact it’s being cut at all is a 
triumph of lapidary 
minerologist 


the gem will weigh about 2500 


persuasion over 
Found in 
brazil, and for some years in the pos- 


session ot the New 


relue tance. 


England Diamond 
Corp., the 39-pound original water- 
clear rock was purchased in 1958 by 
Henry B. Graves of Florida. 
erudgingly 


Graves 
broken 
carats to tour 
pounds, and wanted to keep the larg 
Then he the 
the lovely 
friend and = skilled 
la pidary Ray Jackson of Tupper 
Lake. N. } : Jackson elo- 
quently to be allowed to release the 
stone s 


agreed to have it 


up into pieces of J() 


est piece intact. made 
mistake of 


hunk to 


showing creat. 


(>t " 
begged 
and he 


He cleaved it into two pieces, one ol 
taceted. 


oreater beauty won. 
which is being 


Not that 


~ poor 


tee] 
Vir. Graves.” 


vou need too 


the thwarted 
\fter cutting. 
$25,000 


sqjrry 


IO] 
minerologist. 


will be 


Shy N “Honest” Jean 


4 Pierre, jeweler in a small town of 
felt bad when 
thieves broke into his store one night, 


left 


his topaz 


worth S10 a carat. 


STEPHEN: 


Southern France. real 
bracelet—and 
several large size bills in its place. 


stole a diamond 

“Those diamonds werent real.” he 
sighed, relinquishing the money to the 
police. The officer picked up one of 
the bills and examined it closely. 


“Neither are the bills,” he reported. 
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108 future brides, 
now in high school, tell 


HOW 10 ATTRACT 
THE TEEN TRADE 


their ye welry- —~and 
Whe reé do they go for gifts é Why do they like 
What do they like—or dislike- 


aQhout ye ivé lry store Ss ? A nSWETS ta t hie S¢ ite stions are 


Where do tee n-age girls buy 
why ? 
de partme nt stores 4 

“AMmMong findings of a first-time study just com ple ted by 
request of JC-K. The re- 


from 


Seventeen magazine at the 


SPONSE ‘oO Our 22-point questionnatre came 


TOS outstanding high school juniors and seniors in 
Seventeen’s 
Their candid replies indi- 


cities from coast to coast—-members of 
National Fashion Couneil. 
teen trade can he to you and 


importance.—The 


cate how important the 


what you COyr do ty InCre Os¢ its 


Editors. 


@IF EVERY JEWELER made teen-age girls feel wel- 
come in his store—and if jewelers stocked more 
costume jewelry —the industry could take in 
thousands of dollars in sales which now go to 
other sources. 

This is the outstanding finding of a study of 
teen girls’ buying habits just completed by 
Seventeen magazine. 

The figures on the following pages speak for 
themselves. Of the 817 jewelry items purchased 
in the last 12 months by, or for, the 108 girls in 
the study, only 272 came from jewelry stores; 
545 were purchased elsewhere. 

Many of the better watches and rings and much 
of the silverware were bought in jewelry stores; 
which is as it should be. But, look at the figures 
on earrings and handbags! Department stores 
are way out ahead. 

The survey indicates that teen girls are pri- 
marily interested in the first 11 items listed in 
our table. One-third or more of the girls polled 
acquired these items in the last 12 months. An 
immediate step toward bringing the teens to your 
store, therefore, might be to stage teen promo- 


tions on handbags, earrings, gold and _ silver 


charms, rings, clocks. Once the “teen ty- 
coons” find their way into your store, you have 
a chance to whet their interest in the “hope chest” 
items—china, crystal and silver. 

Certainly it’s worthwhile to go after this huge 
and growing market which not only has 4!» 
billions of its own money to spend annually, but 
which is a prime target for gifts—and the bridal 
market of tomorrow. 

Here are other revealing statistics compiled 
from the survey, and comments from the girls 
polled: 


For personal jewelry purchases, 77.8‘: 
girls say they shop in department stores; 
in jewelry stores; 2.8°7 in dime stores. 

Why do so many go to department stores? “I 
usually buy inexpensive jewelry for casual wear’”’; 
“There is more variety to match my clothes—in 
department “Department stores have 
more choice in items”; “I can look 


stores”: 
price and 
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+t 


7 @ 
’ “*» 


i# 

igs 
ae 

he at 





see 
‘7 


2 
+» 
~~ 
* 
. 
~ 
— 
. 
. 
‘ 


; ddd) 


tthe re 
sf 


around without feeling obligated”; and “Jewelry 
stores are too expensive, dime stores are rather 
cheap, department stores hit a happy medium.” 

On the other side of the picture, one-third of 
the teens polled buy personal jewelry in jewelry 
“These have a better selection 
and nicer quality”; “Jewelers can be trusted” ; 
“T get the best values for my money.” 


stores because: 


Don’t miss chart on next two pages—it shows how, 
when and where girls acquire 28 jewelry items. 
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When jewelry is bought as a gift, the differ- 
ence is not so great: 59.3° shop in a department 
store, 46.3°7 in a jewelry store, and 15.7% ina 
gift shop. Most of the girls say that they can’t 
afford to give gifts of “real” jewelry; therefore, 
they shop for costume jewelry in department 
(Throughout the poll, the girls imply that 
department stores are for costume jewelry; 
jewelry stores for the “real McCoy’). 

Other reasons for buying jewelry gifts in de- 
partment stores: “I know the service; I like it, and 
they are helpful in my buying”; “family charge 
account”; “larger selection of costume jewelry.” 

Teens like buying such gifts in gift shops 
because they “cater to teenagers’ fads and inter- 
ests” and “have unusual things which won't be 
seen all over.” 


stores. 


When looking for hope chest items, 40.7‘: shop 
in department stores, 55.6° in jewelry stores 
and 1.9‘. in gift shops. The jewelry store’s repu- 
tation for prestige and quality scores here. Say 

J 


(please turn to page 102) 


: 





JEWELRY ITEMS ACQUIRED BY 108 





Number of 
girls who 
acquired 
this item 

in last year 


Jewelry 
Store 


WHERE THE ITEMS WERE PURCHASED 


Drug 
Store 


Discount 
House 


Other 
Source 


No 
Answer 





Handbag 
Earrings 
School jewelry . . 


Fountain pen. . 


Silver bracelet or charm 
Gold or g. f. bracelet or charm 
Rings (except birthstone 


Watch, priced over $20 


Clock 
Radio. 
Typewriter 


Manicure set 


Pendant or miniature 
identification bracelet 
Still camera 


Birthstone ring 


Sterling flatware 
Electric shaver 
Watch, priced below $20 


Mechanical pencil 


Chinaware 
Cigarette lighter 
Movie camera 


Sterling hollowware 


Stainless flatware 
Plastic dinnerware 
Plated flatware 


Plated hollowware 


TOTALS 











314 


24 























* Some teen-age girls acquired the same type of merchandise more than once during the year. So, the columns listing 


acquired’ and 
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‘“‘occasion”’ may total slightly higher than the column headed “Number of girls who acquired this item.” 


JEWELERS' CIRCULAR-* 


re ee 
EYSTONE 


‘“‘where purchased,” * 








TEEN-AGE GIRLS IN LAST 12 MONTHS 





Sy Self- 
purchase 


By Gift From 


Relative 


Friend 


HOW THE GIRLS ACQUIRED THESE ITEMS 


No 
Answer 


Christmas 


OCCASION FOR PURCHASES OR GIFTS 


Birthday 


Graduation 


Other 
Occasion 


No 
Answer 






































(please turn to page 102) 
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See-through windows lure shoppers: 


A. Direct sunlight is shielded 
from window. 


B. Shadow area. 


Shaded sidewalk is reflected 
on lower part of window, 
minimizing glare. 


Dark ceiling is reflected on 
upper window, allowing deep 
view of interior. 


. Clear view into intertor gives 
illusion of being inside. 


Recessed lighting above iou- 
vered ceiling hides fixtures 
but permits full light direc- 
tion. Continuous plug-in strips 
allow for control of spot and 
flood lights. 


























Slant windows minimize glare: 
Top, window reflects darkened 
overhead ceiling, allowing inside 
brightness to kill glare. 

Above, window reflects shaded 
or Gark-colored sidewalk to mini- 
mize reflection. 


The single most important factor in 


building a desirable business “‘image”’ 


may be your store front, says this spe- 
cialist who gives you ideas on planning 


STORE FRONTS 
THAT SELL 


by Allen H. Dahme?* 


@® IF YOU PLAN TO BUILD a new store or renovate 
your present store, give plenty of thought to its 
‘face’; its outside appearance. 

First impressions are vitally important, as 
every salesman knows. And the first impression 
a shopper gets of a store is its front. In the 
three seconds it takes to walk past, a potential 
customer is attracted, repelled—or remains com- 
pletely indifferent. Competition is keen these 
days. Unless your outside “personality” expresses 
the type of store your’s is—warm, friendly, and 
up-to-date—you may be ignored. The shopper 
can easily by-pass you for other establishments 
down the street which do spark her interest and 
draw her inside. 

Your store front, therefore, helps overcome 
your biggest hurdle. It helps convert the shopper 
into a customer. 


Psychological Considerations 

Mere “newness” won’t give a store front an air 
of quality, honesty and cordial invitation, though: 
not any more than just any new suit can make 


Mr. Dahme, president-treasurer of Allen H. Dahme Associates, 
Inc., Grand Rapids, Mich., is a native of Milwaukee who received his 
design training in Chicago. In 1928, he joined the design organiza- 
tion of the Grand Rapids Store Equipment Corp. and rose to chief 
designer and vice president. When that concern went out of business 
in 1955, he formed his own firm, taking with him seven co-workers 
as a nucleus staff. The company, which specializes in the design of 
and equipment for jewelry and soft goods stores, now employs 14 
specialists and has offices in Chicago and Dallas as well as in Grand 
Rapids. This is the first of several articles which Mr. Dahme has 
prepared for JC-K. 
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Canopy 


Moines, lowa. 


Six shadow box and six full-length windows flank 
Over-hang with 
Right, all-glass front at Schlosser’s, Washington, D. C., gives shop- 


mod Jaccard King near St. Louis. 
to illuminate store name 
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with recessed lighting nullifies window reflections at Helzberg’s remodeled store in Des 
Facade is black granite from Pelgium. Glass door “invites” 


shoppers inside. 


entrance at new Crestwood store of Mer- 
lights minimizes glare, holds night spots 


pers illusion they're inside, lessens walk-in resistance. 


a salesman appear well-groomed. The “dress” of 
«a store—or a salesman—must be chosen with 
great care to convey the appropriate impression. 
Designing a functional and attractive store front 
has become an exacting science, involving both 
physical and psychological considerations. Here 
are some of them: street location, geographical 
location, direction of auto traffic, traffic lights, 
traffic lanes, parking facilities, height of sur- 
rounding buildings, direction of the sun, pedes- 
trian traffic count, type of pedestrian traffic, 
other businesses in the neighborhood. Also, you'll 
need to consider the merchandising relationship 
between space allotted to windows and space al 
lotted to the interior of your store; the advertis- 
ing value of your window space; the cost of space, 


STOBER 1 


and the quality and value of the merchandise to 


be displayed. 

Even if vou are “stuck” 
lack funds for major modernization, you'll want 
to check up on the four important physical as- 
pects of your store’s facade: display windows, 
entrance, lighting, and identifying sign. 

The treatment of jewelry store display win- 
dows is difficult because so many jewelry items 
are small. An effective way to display gems, 
jewelry, watches and other small merchandise is 
in small, simple picture-type windows with dra- 
matic lighting. This treatment, however, can 
easily work to the jeweler’s disadvantage. A 
front with small windows and small doors does 


(please turn to page 130) 


in a poor location and 
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The Christmas tree is a lovely symbol of 
Christmas giving. Natural, flame-proofed 
trees come in many sizes; but artificial 
trees, attractive and reasonably priced, are 
available in white and pastel colors as weil 
as green. Smal! identically trimmed 
trees, one in each window, could be your 
‘“big’’ dispiay prop. Any garlands, sprays 
and wreaths used should match. You can 
display merchandise on the trees in trans- 
parent boxes or wrapped in clear cello- 
phane. . Christmas tree ornaments sus- 
pended from the window ceiling, near the 
plate glass, frame the entire window. Trii- 
angular panels frame gift boxes of special 
merchandise. A small star tacked to the 
top of each tiny “‘tree’’ spotlights them. 











ONE Christmas Theme 


NOT MANY —- 


makes for greater selling impact 


By Virginia Diron 


@® DECORATIVE MATERIALS and motifs for 1959 
Christmas windows aren’t very different from 
those of other years. Christmas is a pretty tradi- 
tional affair. But it may be possible to use these 
traditional materials to greater effect. For ex- 
ample, we may tend to “scatter our fire’ too 
much! We see a variety of lovely Christmas dec- 
orative materials; and we are tempted to order 
a wide selection—and use it in a more or less 
haphazard fashion. The result is that we have 
attractive individual effects, but no unity. 


76 


Why not select one theme this year and carry 
it through your entire display program; possibly 
your entire Christmas merchandising program— 
advertising, direct mail, window and interior dis- 
play? Such unity can give your promotional ef- 
forts an impact that brings real sales results. 

The accompanying sketches do not show com- 
pleted windows. They merely suggest treatments 
for decorative motifs to use in your displays. You 
can use these ideas with many items, inside the 
store and in your windows. Zee 
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Christmas belis may ring out a mes- 
Sage of good cheer in all your win- 
dows. Here a dozen small ones are 
grouped against the window  back- 
ground to form the pattern of one 
large bell. Use half-round bells 
against a flat panel or full, round bells 
hung in an open frame. Bells may 
be of plastic, papier mache, tissue pa- 
per, mesh, or whatever else is avail- 
able. . .. A book of Christmas carols 
is held open by several artificial poin- 
settias. Display supply houses and 
florists can supply delicate branches 
sprayed, or flocked, in white or a 
color; or you may fix your own. They 
can be decorated with tiny bells or 
ornaments for a colorful and lacy 
background effect—or left plain. Use 
just a few branches—or cover the en- 
tire background. 





Miniature sleighs make _ attractive 
units for Christmas displays, espe- 
cially when they seem to be sailing 
through the air, suspended by fine 
wire. Pile the sleigh with tiny gift- 
wrapped packages and hang other 
packages from narrow ribbons ofr 
wires. . . . Use boxes or blocks for 
chimney tops; cover with brick pat- 
tern paper and top with slightly larger 
boxes covered with white paper. Wire, 
covered with Christmas roping, forms 
letters for the message on the window 
background. You may be able to get 
roping already wired; then just shape 
letters and tack in place. 


Christmas ornaments hang against a 
triangular panel of masonite’ or 
beaver board covered in fabric to 
form a Chistmas tree background. 
Work out a design in several colors 
of ornaments or make the whole tree 
of one solid color. The color of the 
background panel should match the 
ornaments; a star goes on top. You 
may want to make a decorative val 
ance of ornaments across the top of 
the plate glass. Hang them from 
loops of ribbon tacked to the window 
ceiling. Santa figures are frequently 
available for jewelers’ windows; but 
give Santa animation by having him 
hold gifts or point to a gift package. 











“ 





re 
HARGES 
, | PROMISED 2 


—" Figure 3. A well designed claim check. 
The customer's part shows the charge, 
date when the work will be ready, and 
name, address and phone number of the 
WM. GORDON jeweler. It costs little more than a tag 


wc” without jeweler identification. 
So. Norwalk, Conn. 
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Charges 


How to keep records 


in the service department 


by William Scheibel 


® THE ACTUAL OPERATING MECHANISM of a ser- 
vice department can be quite simple. Such a de- 
. partment can function smoothly and efficiently 
with a few basic necessities such as the claim 
HOW TO MAKE MORE PROFITS FROM A P . 


check and a customer’s record card or general 
YOUR REPAIR DEPARTMENT: Part IV. record book. Many different systems are in suc- 
Businesslike claim checks cost only a 


cessful use, some a little more elaborate than 
trifle more than poor ones. Some are others. But to eliminate confusion only those 
combined with the envelope. Either methods will be described that are simple, efficient 
customer cards or a general record and of proven merit. | 
| 7 Let’s first consider the claim check, of which 
book provide a complete case history 7 we ay 
| there are several varieties. They come in various 
of each article brought in for repair. colors and sizes and are available with or without 
the jeweler’s identifying name, address, phone 
number, etc., imprinted thereon. These claim 
checks are obtainable from any material house 
or jobber. One of the tags in popular use is shown 
in Figure 3. It is perforated horizontally, allowing 
the upper half to be attached to the repair job 
while the other half is given to the customer and 
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PROMISED CHARGES 
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J —_ i Ee et ee ee oe a em 
‘2% The BEAUTY of your Watch 
= Depends upon its FACE 
For that BRAND NEW Look 
Let us Refinish your DIAL 


PRINTEO ! 








Nol 78621 





Goods Delivered | 
Without This Check } 


Positively No 





Promised 





becomes his claim check. Both halves should be 
properly filled out before being separated. Claim 
checks of this kind, imprinted as shown, can be 
bought for $5.50 per thousand and without Jew- 
eler’s identification for about $4.15 per thousand 
when purchased 10,000 at a time. 

A cheaper, simpler tag is shown in Figure 4. 
It has limited space for jeweler identification and, 
therefore, lacks the desirable features of the tag 
just mentioned. It can be bought for as little as 
$3.15 per thousand without imprint and with 
ieweler’s identification costs $4.40 per thousand 
when ordered 10,000 at a time. 

Some avail themselves of the claim 
checks that are supplied by certain manufacturers 
of watch bands, dials and other similar items. 
These tags carry an advertisement for the manu- 
facturer’s product and, hence, are usually sup- 
plied free of charge or at a nominal cost. Such a 
tag is illustrated in Figure 5. 

This type of claim check has one disadvantage, 
however. No space has been left for jeweler’s 
identification and the other important data shown 
on the lower half of the tag first mentioned. It 
is possible, of course, for the jeweler to rubber- 
stamp his name, address, etc., on the reverse side 
but this does not always look businesslike. A\l- 
though slightly more expensive, the claim check 
shown in Figure 3 is more desirable. 

Some retailers use a combination claim-tag en- 
velope, with the upper portion of the envelope 
flap becoming the customer’s claim check (see 
Figure 6). The envelope containing the repair job 


stores 


KIRK 


Figure 4. A claim check like this costs 
a fraction of a cent less than that shown 
on the opposite page. There's little space 
for jeweler identification on the custorn- 
er's part of this tag. 


-oads deliv- 


ered without ao check. 


Positively no 


Figure 5. Some manufacturers supply claim checks at 
little or no cost. But the supplier's message on these 
checks seldom leaves enough room to identify the jeweler. 
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A combination claim tag and envelope. The 
claim check is torn off along the perforation, and the 
watch is tucked into the envelope. Later the envelope, 
with its “‘case history” of the job, is filed as a permanent 
record of the work that was done. 


Figure 6. 





(Cz CLAIM CHECK SCRATCH MARK 


NAME 
TELE 

avoress SOL Menkerarow Oven r2. , Mo. ME 3-G)I0) 
MOVEMENT CASE ATTACHMENT DIAMS. iN CASE 


MAKER NUMBER INO. ity | NUMBER CORD) STRAP | BAND ||RECD| O.K. BY DEL.| Ox.BY 
G. > 


et OR UR NATURE OF WORK...PARTS REQUIRED | price| cons | REPO WATCH DEL VD TO 


RECO | PROM-| DEL 
| EB 


jo C.L. 
Mo 
CHG C.L 


1452| Law p G 


Figure 7. The simplest record system for the service department uses 5 in. x 8 in. cards; each gives 
the case history of a particular watch. Text fully explains the operation of this one-card set-up. 


is filed or stacked in a suitable box or cabinet when such a book has a prefatory alphabetical 

which can be placed in the safe or vault over- index the need for any sort of card file is elimi- 

night. By keeping these envelopes in numerical nated. ) 

order a completed job is located quickly. The simplest ecard system involves the use of 
In most stores using them, these envelopes are one card only on which all information shown is 

also filed alphabetically, according to customers’ pertinent to one particular watch (see Figure 7). 

names, after the jobs have been delivered. Thus Since both sides of the card are identical, one 

the envelopes become a permanent record for such card can carry the case histories of two 

future reference as well as for mailing list pur- watches belonging to the same customer. The card 

poses. If a job is brought back, the envelope is illustrated measures 8 inches by 5 inches. 

easily located to show when and by whom the Note the completeness of the data shown. At a 

work was done, the nature of the repair or service glance the jeweler or watchmaker can find: 

rendered, amount charged, etc. This is a simple 

method for handling repair records since it re- 1. Customer’s name. 

quires no additional “‘red tape” or paper work. 2. Claim check number if watch has not 
In lots of 1,000 these envelope combinations yet been delivered. 

cost $11.95 complete with jeweler’s identification 3. Seratch mark number if one is used. 

on both claim check and envelope. Prices become 4. Customer’s address and telephone num- 

slightly lower as quantities increase. ber. 


Single-Card File System 
SCRATCH MARK 


Where the regular type of claim check is used , 
some supplemental records are necessary, such q Cao. = - Promkhu 1433 
as file cards or record books. Some stores employ Con } 
cards only; others use a combination of cards ie Ridge K and SY $-9216 
and books. a 

The big advantage of a card file is its flexibility. 
It can be handled easily. Cards can be inserted 
as new customers are acquired or eliminated 6-11-56, Hew (rye 
should this ever be deemed advisable. The main a fe Stem + 


disadvantage of a card system is the possible =14: 
3-27-54 Bel, Staff 


misplacement or loss of a card. With reasonable ; 

care, however, this danger can be minimized. 2- 1-54) bvrbok ot ey) 
y, > . or . , > ‘ : € S © i ; 
(A record book, on the other hand, has the ad Figure 8. In a two-card system there is a 3 in. x 5 in. index 


vantage of being a complete, tight unit. There are card like this, besides the 5 in. x 8 in. record card. The 
no loose pieces. The record is always intact. And index cards are used for mailing list purposes. 
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Figure 9. Some jewelers prefer a record book, instead of cards. 
gins with alphabetical index pages... 
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This system be- 


Note two entries for the watch belonging to 


Charles P. Agnew, the first being recorded on page 11 and the other on page 26. 
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Figure 10. A page from a record book. Jobs are written up as they come in, but 


Five watches may be recorded on each of these pages. 
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index page would show that Mr. Kennedy's watch is recorded on page 69. 





Full identification of watch movement 
and case. 

Date received, date promised and date 
delivered. 

Nature of work done and parts supplied, 
if any. 

Price charged. 

Cost of work and material in code. 

Initials or name of watchmaker who 
handled job. 

Signature of customer achnowledging 
receipt of watch. 

Case history of same watch every time 
it is brought in. 


A few of these notations will be explained to 
show how convenient they are in actual use. First 
of all, the watch was brought in on Feb. 9, 1956. 
It needed a new balance staff and overhauling. 
However, the customer refused to have the over- 
hauling done at that time and the jeweler noted 
that fact on the card for his own protection. The 
watch was promised for Feb. 16 and was picked 
up by the customer two days later. The work cost 
$5 and was done by a watchmaker whose initials 
are R. M. K. 

On July 14, 1956, the watch was brought back 
for the overhauling it should have had in Feb- 
ruary. It was promised for and delivered on July 
21. The charge was $8.50 and the work was done 
by a watchmaker with the initials C. L. Ten days 
later, on Aug. 1, the watch was brought in for 
regulation. This was handled with no charge and 
by the man who originally overhauled it. 

Please note the check mark above the July 21, 
1956 delivery date. It shows that a post card or 
letter reminder had been sent to Mr. Terhune on 
November 9, 1957, recommending that his watch 
be checked over again because a year had elapsed 
since its last visit to the store. Apparently, the 
advice was taken because we find the watch back 
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again on Nov. 21, 1957 for overhauling, dial re- 
finishing and a set of new-style hands. The record 
makes it quite clear that watchmaker P. R. G.— 
or the jeweler, himself—did a good selling job 
since the extra work was ordered. (The subject 
of mailing post card or letter reminders to cus- 
tomers will be discussed later in the article.) 


Number of Diamonds 

Suffice it to say, this card record shows the 
complete “case history” of a particular watch 
belonging to Mr. Alexander G. Terhune. All no- 
tations are in ink except the claim check number, 
at the upper right, and the number of diamonds 
in the case if the watch happens to be diamond 
set. When a job is delivered, the pencilled claim 
check number is erased, making the space avail- 
able for the next time the watch comes in. The 
number of diamonds is also pencilled-in because 
the count may vary from time to time. However, 
this record is not erased until the watch is 
brought in again. At that time the numbers are 
eliminated together with the customer’s acknow- 
ledging signature. The process is then repeated; 
the stones are counted in front of the customer 
when the watch is brought in and taken out. His 
signature is obtained each time. Thus, the store 
is protected against any claim for lost diamonds. 

This card can be filed two ways; alphabetically 
according to the customer’s last name or alpha- 
betically according to the prefix letter of the 
scratch mark and then numerically in accordance 
with the number following this initial. Either 
way is satisfactory. 

Suppose Mr. Terhune brings his watch back. 
The moment the watchmaker identifies the 
seratch mark, he goes to his file . . . looks for the 
cards under the letter “T” ... and picks out the 
one showing the proper number, in this case T-62. 
He greets the customer by name, which is flat- 
tering. 
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Figure 11. A simplified record book page. It contains virtually the same data as does the page shown 
in Figure 10, but it includes many more case histories per page. 
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T N T R O D UJ hy i N G FLEX-LET MINIATURES with either gold 
filled or sterling silver neck chains feature 
floating opals or turquoises, rock crystal 
rounds, cornelian diamond shaped stones, 
cultured pearl drops and white agate hearts. 
There are 6 styles retailing from $2.95 to 

$3.95. 


STYLE #4101 STYLE #4109 


Keystone 3.40 Keystone 2.7 
RETAIL $3.95 RETAIL $2.95 


\j 


by FLEX-LET 


oa 
AN EXCITING NEW LINE 4 
OF LADiES JEWELRY ‘Keyston 3.40 


STYLE 24105 
Keystone 3.40 


. T . 
The most wonderful news of the fall season is the new ALLURE line mata anon 
of ladies necklaces, bracelets and miniatures by Flex-let. 
Flex-let famous quality is apparent in every one of these finely wrought pieces - 
so delicate and so highly styled that they cannot help but create 


extra sales for you. Beautifully packaged, of course! | | 
- The necklaces. on dainty Aurora Borealis 
bead chains of 1/20 12K gold filled, come 
in 6 style S, retailing from £8.95. There are 
rock crystals in teardrops, Chalcedony tear- 
STYLE +4505 drops, white agate hearts, cultured pearl 
Kevstone 9 00 drobs and a rock crystal oval 


RETAIL 


% 


. 


y Padearen #4503 
Ke perone + 


RETAIL a5 


om 
s STYLE rt 


a Pe meer 4, 
Prete, yy : 2 Kevstone 9& 
/% is RE TAIL $10. "95 


‘ a " 
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The custom bracelets 1/20 of 12K gold filled, are 

available in a wide variety of designs. There are 7 

styles ranging from $10.95 to $13.95 retail. There is a 

beautiful engraved link double-strand oval, and a 

plain link oval; a double strand rope link oval and 

a triple strand rope link round; a twist cage punctu- 

ated with 5 demure coral stones, an engraved cage STYLE 2415 
bracelet with 5 cultured pearls, and a round cage Bay fy 
with 6 scarabs. 


Consists of 12 Asst Miniatures In Yellow «& Sterling—Visually Shows 9 Miniatures 


| FREE! EXQUISITE VELVET MINIATURE DISPLAY 
UNIT #9160 Keystone 38.70 RETAIL $44.40 plus tax 


All Jewelry Shown Carries a 10% FED. Excise Tax 


FLEX-LET Comention SGU Fifth Ave., New York, N. Y. 
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IS OFFERING YOU IN 
ITS EXCITING NEW 
"MELANIE" CAMPAIGN 


5 FABULOUS FEATURES TO HELP YOU SELL! SELL: SELL! 


1 » ANEW PATTERN! Melanie...a return to 
elegance sculptured in the tradition of 
Wallace’s best-selling patterns. Wide accept- 
ance in consumer pre-testing reaffirms the 
trend back to richly classic patterns. 


ATLL GIR yA NIA as, :, vlhercset tiene nisihsilie A! LNRM, eine dnc i. 


2. A NEW NATIONAL ADVERTISING CON- 
CEPT! The Melanie Chest Promotion will be 
introduced in full page ads in House Beau- 
tiful and Living for Young Homemakers, 
November and December issues; and in 
The New Yorker, Charm, Mademoiselle and 
Seventeen, in 8 dramatic insertions. 


3. A NEW PROMOTION! See this special 
introductory offer ad presenting Melanie 
right before the holiday buying season. 
Through Dec. 31st, customers can buy 
eight 5-piece place settings of Melanie and 
receive a free salad serving set—plus a fruit- 
wood storage chest. Promotion price, $270. 
Retail value $321.50. 





4. A NEW FULL PROFIT DEAL! Wallace 
makes big news by offering you full markup 
and full profit on a promotion geared to in- 
crease your customers, sales and profits. 


| 5. A NEW MELANIE RETAIL SALES PRO- 

GRAM! Every retail sales person is eligible 
for a special Melanie award. Ask your 
Wallace salesman for details. 


Write to Wallace for valuable dealer aids. 
Tie in with this powerful new Wallace pro- 
motion for Melanie. Start on it today! 


WALLACE. 
STERLING. Ww 


aliingford, Conn. since 1835 














REPEAT PERFORMANCE 


¥% Seen in the November 14 issue of The New Yorker 


@ 


Specially-priced wassail bowls to spike the festive punch and eggnog! 
HARVEST DESIGN (at upper left): set of bowl, tray, dozen cups, ladle, 
special at $150. Reg. $200. Bowl alone, $49.95; reg. $80. 

CLASSIC PAUL REVERE DESIGN: set of bowl, tray, dozen cups, ladle, 
special at $125. Reg. $170. Bowl alone, $39.95; reg. $60. All pieces, fine 
Wallace Silverplate. Each bowl holds 3 gallons; diameter, 15 inches. 





Offer expires Dec 31st, 1959 








WALLACE SILVERSMITHS |W 


at Wallingford nce 1835 
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HOLIDAY 


M@ Watch for these na- 
tional ads. They'll make 
fall promotions on fa- 


mous Wallace Holloware 


an even greater smash 
this year than last! Heres 
a promotion thats a natural— 
featuring just what your cus- 
tomers want for this holiday 
time of year. [he Paul Revere 
punch set and the Harvest 
punch set at savings up to 
$50 off the regular price. Per- 
fect gifts to build your punch 
bowl business, punch up your 
sales, make your holiday sea- 


son a really spirited one. 


WALLACE 
SILVERSMITHS 


A Divisior ACE S 

















FOR TWO WALLACE 
SELLOUTS 


Now here it is! The holiday 


offer that sent your sales 
soaring last year. And this 
year, backed by national con- 
Sumer advertising, it will be 
bigger than ever. 3 of the 
most popular tea sets by 
Wallace—Castledon, Merri- 
mere, La Reine—all top-qual- 
ity merchandise, all specially 
priced for the gift season. 
@ IF you weren't in on 
these sellout Wallace 
promotions last year, 
don’t miss out this year. 
For quick profits, more 
sales...ORDER early. Of- 
fer is for a limited time. 


TODAY! WRITE FOR FREE WINDOW DISPLAY, 
COUNTER CARD, AND NEWSPAPER MATS. 


geseen in the November 7 


Waliace Silver Tea Service...So lovely to give and to 
on Tea Set (top) $89.50. Mé post Wa 
mere Tea Set (middle) $89.50. Matct 


La Rei ne Tea Set (bottom) $89.50. Matching a Wea ter, pr 


All pie in tine Wa s include Fed 


eral Tax 


ee) 


WALLACE SILVERSMITHS \ VA 
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by Dr. Frederick H. Pough, 
Gemological Consultant to JC-K 


This 2665-carat black opal 
from Virginia Valley, Ne- 
vada, is in the famous Roeb- 
ling Collection at the U. S. 
National Museum. 


Dodge the “bad luck” label, and you have a 


plen tiful. varied and highl v-desirable gemstone in 


OP AL: the birthstone for October 


«~ 


Opal mining at Queretaro, Mexico, where 
the gemstones occur in rhyolite, an uncom- 


mon type of lava. Mexico has an unappre 


ciated abundance of those stones. 


@ IT IS UNFORTUNATE that opal has become asso- 
ciated with “‘bad luck’’—a superstition of fairly 
recent origin. In the Middle Ages, opals were 
valued as treatment for ailing eyes; also because 
they had the power to “make their wearers in- 
visible” (excellent stones for thieves!). Blondes 
wore them to preserve the coloring of their hair. 

It is probable that one of the best-known early 
opals was not the substance that we call opal to- 
day. In Roman times rock crystal fissured with 
a thin crack that reflected the iridescence of a 
rainbow went under the name of iris or opalus. 
Pliny tells of a fine one that was the property of 
a Roman senator called Nonius and coveted by 
Mare Antony. Rather than part with his gem, 
Nonius allowed himself to incur the wrath of 
Antony. Eventually, Nonius was banished from 
Rome and all of his possessions forfeited. This 
is surely the earliest justification for the current 
superstition that opals bring ill fortune! 

The more recent revival of the belief is credited 
to Sir Walter Scott, through his novel Anne of 
Geierstein. According to that tale, a magician’s 
daughter tutored the Duke of Geierstein in super- 
natural arts. Probably she was a blonde, for she 
habitually wore an opal in her hair. Eventually 
she married the duke; but she refused to attend 


( please furn to page JU) 





New 
national 
advertising PROMOTING 
YOUR 
DIAMONDS 


In September—diamond advertising starts its 
21st year—with 2 campaigns to help you sell 


aa Engagement Diamond Advertising 
Your prods oF howe : 


in Look, The Saturday Evening Post, Reader’s Digest 


kor the 21st year. the engagement diamond tradition is 
being promoted through national advertising. To help you 
sell, this advertising is building desire and demand for 

the diamond as the visible. accepted symbol of engagement 
and marriage... the unique. enduring symbol of love. 
Renowned artists and photographers will be contributing to 
this dramatic full-color series. There will be helpful 

facts on “How to buy a diamond.” information on sizes 
and prices. lie in for more diamond sales... 


promote your diamonds in the same way. 


' sat ee ef hoe< 


Diamond Gift Advertising 
in Time, Newsweek, The New Yorker, Town and Country, National Geographic 


For the sixth year. the diamond gift tradition is being promoted through 
national advertising. To help you sell. this advertising is aimed at the big market 
for diamond sales for anniversaries and other family gift occasions. 

Strongly competitive, it defines the basic reasons why a diamond gift has more 
emotional significance. is more valued than any other obtainable at 

a comparable price. It includes a reminder listmmg of gift occasions and 

gives important information on diamond sizes and prices. Tie in 


with this advertising ... promote diamond gifts to increase your sales. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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OPAL—BIRTHSTONE FOR OCTOBER 
(continued from page 88) 


mass. Finally she did consent to go to church for 
the christening of their son. At the conclusion of 
the ceremony, a drop of holy water chanced to 
strike her; whereupon she fainted, and the opal 
suddenly lost its fire. She was carried to her 
room; and, in a few days her body had disap- 
peared — consumed, presumably, by hellfire. 
Through this senseless melodrama, opal became 
associated with misfortune. 

Otherwise, opal would be an excellent choice for 
October’s birthstone. The only reason for the 
alternative, tourmaline, is that some people Just 
won't own an opal. 


Australia Chief Source 

Opal is not a very hard stone. So, it’s not prac- 
tical for men, now that the scarf pin (more’s the 
pity) is no longer fashionable. 

There are many types of opal: jelly opals, fire 
opals, black opals and white opals. They come 
from many localities. However, Australia, with 
its wealth of deposits, produces stones that are 
similar to most of the others; and Queensland, 
Australia, is our chief source today. 

Aside from the irised rock crystal, the earliest 
true opals probably came from Hungary. This 
was an opaque, milky stone known as “Hun- 
garian opal.” In the white body, one sees flashes 
of fiery red, cool greens and pastel blues, an at- 
tractive comopination. 

Unlike most other gemstones, opal is non-crys- 
talline, so it assumes no regular geometric form. 
It is a stony jelly—a gel of silica with a variable 
content of water. According to opal theory, con- 
siderable variation in refractive index with vari- 
able thickness in the different layers breaks and 
reflects light in spectral colors, producing the 
opal’s fire. Other theories ascribe the fire to tiny 
cracks in the stone or suggest the presence of 
tiny crystallites of quartz or other silica crys- 
tals. We still don’t really know; and so far no 
one has succeeded in duplicating nature. 

Opal can form in several ways in several types 
of rock. It is always a secondary mineral that 
forms, like agate, as rocks alter and silica is re- 
leased from fresh minerals as the rocks break 
down, generally by weathering. 

When Scott wrote Anne of Geierstein, opals 
come from Hungary only. No Briton was par- 
ticularly concerned if some silly superstition 
harmed Hungary’s opal exports. Not long after- 
wards, however, opals were found in Australia, 
so the opal’s disfavor became a very different 
story. Queen Victoria is said to have worn and 
favored opals and given them to her friends in 
an effort to popularize this new product of the 
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Empire. But, the best market for Australian 
opals was then—and still is—the U. S. 


Principal Types 

In judging opals, three factors must be con- 
sidered. 

First is body color. In Queensland opals it is 
predominantly white or creamy; and through the 
milky mass appear patches and flashes of color. 
In New South Wales or Lightning Ridge opals, 
the body color is gray to black—and the nearer 
to black, the better; then the flashes of color are 
more conspicuous. 

Next comes the fire pattern or play of color 
which falls into three categories: a dense sprin- 
kling of tiny colored spots, called pinfire; fewer 
geometrical spots, each of appreciable size, called 
harlequin (the most desirable type); or a single 
flash of color spreading across most of the surface 
of the stones, called flashfire. 

The third factor is the range of color the stone 
may show. To some people, blues and greens alone 
may be enough, but the highest values are placed 
on stones that show flashes of red and orange as 
well. The ideal gem black opal is a harlequin, in 
which one sees, as through a clean window pane, 
fiery flashes in all the colors of the rainbow. They 
should be at their best when the stone is more or 
less horizontal, as it would be when mounted. 


Black Opals Wear Best 

Black opals stand up well for years. Some white 
opals are sturdy; but others are susceptible to 
drying out. Since a silica gel is not like grape 
jelly, it has no “give” and, when it dries, the 
stone’s surface simply cracks. We call it “‘check- 
ing.’ Black opals are much less likely to check 
than white; but since the hardness of opal is 
only about 5 they can be damaged by careless 
wear as readily as white ones. All opals should 
be treated with sensible caution. 

No good imitation of opal has ever been made 
and no other stone truly resembles it. As accept- 
able substitutes, we have only opal doublets. They 
are made by cementing a thin sliver of clear opal 
over a drab backing—usually non-fiery, blue- 
black opal called “‘potch.” This creates a stone 
with the appearance of a fine black opal. It is de- 
tectible with certainty only by examining the 
girdle line, where you can see the joint and the 
cement. Usually such doublets are very flat. So, 
if a black opal is flat, you should suspect a doub- 
let. 

Fine black opals have become expensive, cur- 
rently rivalling in price some of the traditionally 
precious stones. Each opal is an individual, with 
its price depending on the colors, both body and 
fire, and the pattern it shows. White opals are 

(please turn to page 104) 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed ...superlatively wrought 
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Oscar Heyman & Brothers, Inc. 


642 Filth Avenue, New York 19, N. Y. 
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Christmas 
Diamond 
Selling 


nets store prestige 
and profits 


Je 


Broadwey at Tre 
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@ YULE TIME IS JEWEL TIME at Gildemeister’s in 
downtown San Antonio, Tex.—with special em- 
phasis on diamonds. 

The store’s policy of stressing diamonds and 
fine jewelry to say ““Merry Christmas the breath- 
taking way” started some years ago. And last 
Christmas the management went all out. They 
devoted most of their advertising to pushing 
Gildemeister’s as “the diamond store.” 

The campaign started in November with a 5- 
column by 16-inch ad which introduced, with 
pictures, every member of the staff from Carl 
Gildemeister himself to Elmo Stoval, the porter 
who has been with the store for 20 years. “We'd 
like you to meet the people of Gildemeister’s,”’ 
says the text. “‘They’ve been around the store a 
long time... just like most of our customers... . 
Also, we feel that you would be interested in our 
general policy... .”’ 

That policy includes “offering only the finer 
jewelry to those who appreciate it” ... and 
“friendly, personalized service that adds to your 
satisfaction... .” 

“We do not advertise in a sensational way to 
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attract poor credit risks,” the copy goes on. “But 
we are happy to offer charge or budget plans for 
the convenience of responsible persons. % 

“Most of all,” the copy concludes, “we profes- 
sionalize diamond merchandising ... we com- 
pleted a five-year course in gemology leading to 
our recognition as Certified Gemologist, Ameri- 
can Gem Society. ™ 

Other advertisements, each dominating a news- 
paper page, followed—several a week through 
November and December. Samples are pictured 
here. 

The “underneath” ad, above, shows Gilde- 
meister’s method of offering diamonds for every 
pocketbook, “5 qualities” from “truly rare gems 

half carat $475...” to “economy series— 
for those who want the largest size possible at 
the most economical price... half carat $165.” 

Did this strong emphasis on diamonds and the 
finest of jewelry items pay off? Definitely. In a 
year when many independent jewelers were 
happy to hold their own in the competition for 
Christmas dollars, Gildemeister’s showed nice 
gains over December 757. Zea 
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THE PRICE IS RIGHT... 


We Also Have The Merchandise. 


From the finest gems to the 
‘ | ‘ 
lowest priced promotional! 


diamonds. We are the largest 

diamond cutters in the world. 

We have in stock any size, 
* 


any quantity, any quality. dia- 
monds and... the price 1s right. 
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HARRY WINSTON, INC. 


> 


rare jewels of the world 


eet 


HARRY WIASTO 


HARRY WINSTON S A. OF NEW YORK HARRY WINSTON DE NEW YORK HARRY WINSTON, INC. OF NEW YORK 
t 24 GRAND QUAI 32 AVENUE DE L’OPERA HOTEL TAMANACO 
GENEVA SWITZERLAND PARIS, FRANCE : : CARACAS, VENEZUELA 
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HARRY WINSTON, INC. HARRY WINSTON, INC. 
| 55 EAST WASHINGTON STREET 448 SOUTH HILL STREET 
‘ CHICAGO, ILLINOIS LOS ANGELES, CALIFORNIA 


INC. 7 EAST 51ST STREET, NEW YORK 





OD Bm Be Bo Bo Bo BB Be Or Bm Be Be Bo Oa BB Bo Bo Oe Om Bo Be Oo Oo Be Oe Oo Oo Se @ Oe Oo Oo OO Bee 


— 
YOUR $ 
CHRISTMAS 

PLANNING 


5 


duct them and whether you will pay extras 
during this training period? 


Ordered a supply of Fitting Into the Selling 
Picture (50¢ per copy) to give your extras 
an easy-to-read overall picture of the jewelry 
business? (Contact Jewelers’ Circular-Key- 
stone, 56th & Chestnut Sts., Philadelphia 39, 
Pa.) 


Gift Wrapping 

| Have you established a policy on charges (if 
any) you will make for Christmas gift wrap- 
ping? 
Determined where you will locate your gift 
wrapping supplies or department? 
Hired or selected the people to handle gift 
wrapping? 
Determined the amount of gift wrapping sup- 
plies (paper, ribbon, stickers, etc.) you will 
need during the Christmas selling season? 
Selected paper and supplies that will give you 
something distinctive and in keeping with 
your expense budget? 


Lay-Away System 


Pe 
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Have you established a policy on whether or 
not you will handle lay-aways? 


Set up rules for your lay-away selling? (de- 
posits, payments, time, etc.) 


Set aside a convenient, safe location for stor- 
ing lay-aways? 
Here is a check list of things to consider Instructed all personnel in your store about 
your lay-away system? 
: ; 
to make your store's Christmas rush Designed the forms to use in handling lay- 
. away sales? (Payments, deposits, withdraw- 
less nerve-wracking and more profitable als. etc.) 


. Advertising 
Have vou determined when to start recruit- 


ing Christmas extras to get the cream of the 
crop for your store? 


Have you established a Christmas selling sea- 
son advertising budget? 


Reserved space in vour local newspapers for 


Contacted former “extras” about working eye ‘ 
the Christmas selling season? 


again this year? 
Developed a theme for your store’s Christmas 


Contacted local high schools and colleges for se 
advertising ¢ 


part-time Christmas extra help? 
Selected the merchandise you plan to feature 


Established a policy on days and hours your eco Si 
in your Christmas advertising? 


extras will work? 
Given some thought to developing a special 
jewelry section in your local newspaper in 
cooperation with other jewelers in town? 


| Set a rate of pay for extras that is fair to 
your regulars and competitive? 
Determined whether your Christmas extras 


: oe ; Pla irect m or customers ant 
will be eligible for discounts on purchases? anned a direct mail piece for customers and 


prospective customers? 
| Set up a schedule for coffee breaks and lunch 


hours that will give you good floor coverage? Christmas Displays 


Determined when you will hold training ses- Have you selected the Christmas symbols 
sions for your Christmas extras, who will con- (please turn to page 131) 
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—and only your wholesaler 





“No sale need be lost in stores that are fully stocked 
and offer credit,” the author contends. 


@ When I asked a leading jewelry salesman, re- 
cently, the reason for his success he replied, “I 
make it my business to know my product. Not a 
single pamphlet or article that touches on the 
many items in this business escapes my atten- 
tion... .If you don’t know your product, you have 
nothing to say; and if you have nothing to say 
you can’t sell. To most people, selling is a game; 
to me it’s a science.” 

Unfortunately, few salesmen have so sensible 
an outlook. Since the success of a retail store de- 
pends mostly on the quality of its sales force, you 
wonder why so many incompetents are tolerated. 

In many cases, the employer himself is at 
fault. He becomes intrigued by the glib tongue 
and pointless wit of a salesman—and continues 
to attribute loss of sales to stiff competition, in- 
clement weather, elections, etc. ad infinitum. He 
almost never blames poor selling methods. 


The author, manager and coordinator for Robert’s, 
which calls itself “New Orleans’ largest credit jewelry 
store,” has been in the jewelry business for 25 years as 
salesman, owner, supervisor, manager. He seldom holds 
sales meetings; prefers to talk with the salesmen indi- 
vidually. “I never could understand the philosophy of pep 
talks,” he says, “If the wife, kids, followed by the 
butcher, baker and landlord, can’t create enough impetus 
for the mature salesman, then it’s time to separate the 
men from the boys for the good of both.” 
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A successful credit jewelry manager 
with years of experience gives you 


TEN RULES 
FOR MAKING 
A SALE 


by William Rosen* 


Well, then, what is a good salesman? I would 
define him as a person who has confidence in him- 
self, his house, and in the product he sells. The 
right kind of salesman can create desire for his 
product—and hold the undivided attention of his 
customer. He has an obvious sincerity and enthu- 
siasm that creates response from his customer. 
He is always in command and he instinctively 
knows when to close. 

A poor salesman, of course, is just the opposite. 
He can’t hold the attention of his customer for 
any length of time and he can’t create that bond 
of sympathy. The poor salesman resorts to high 
pressure—the pleading and obnoxious aggressive- 
ness born of desperation which is the exact op- 
posite of enthusiasm. He doesn’t know when to 
stop talking. The customers he pressures into 
purchasing are never sure they like what they 
bought. They seldom return. 

No sale need be lost in retail establishments 
that are fully stocked and that offer credit. If 
the customer walks out, he’s going to buy at some 
competitors’ store! No use consoling yourself 
with the usual post mortems such as: ‘‘She was 
just killing time,” or “‘He didn’t have the money.” 
(In a credit store?) Or, the classic of them all: 
“The customer said she will be back.”’ This merits 
the usual reply: “Don’t hold your breath!” 


(please turn to page 109) 
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be . The most wanted name in cultured pearls 


Precious...the cultured pearl that pays off in profits. It's Imperial...the best known, most wanted name 
in cultured pearls. It's Imperial ... the pace setter in new exciting jewelry fashions. It's Imperial... the 


cultured pearl that is constantly public and advertised. It's Imperial... with tailored promotions that 


d 
bring customers into the store. Why not get the facts now from your Imperia! representative. 


IMPERIAL PEARL SYNDICATE, INC., world's largest importers of the world’s finest cultured pearis 


NEW YORK: 681 Fifth Ave « CHICAGO: 5 N. Wabash Ave. « DETROIT: 914 Michigan Theater Bidg. * LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. « TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 


‘ - ’ = om oe 
AR _KFY Aj f BER 19 





Los Angeles Jeweler Shows How 


Selling Famous 
Name Merchandise 
Pays Big Dividends 


Competing in huge metropolitan market, 
this jeweler achieves spectacular sales 
success by featuring well-known, top 
quality line. 
Brilliant new neon sign featuring famous brand- 
name line helps to identify Johnson's as rep- 
utable jeweler. 
A jeweler located in any sizeable metropolitan market today 
is faced with increasing competition, rising operating costs 
and ever-higher overhead. The problem has become one of 
maintaining a profitable volume of business while striving 
to maintain identity as a jeweler and build a reputable name. 


One jeweler who has met this challenge successfully is 
Reynold D. Johnson of Johnson Jewelers in Bellflower (Los 
Angeles), Calif. Mr. Johnson's experience makes clear that, 
while competition in jewelry lines has developed from other 
outlets, diamonds remain consistently profitable for the 
jeweler. In the public mind they are uniquely associated 


with jewelry stores. 


Because of the diamond’s distinctive and important role, 
Mr. Johnson chose to hitch his business to a star name, a 
line that would produce business throughout the store as 
well as the diamond department and also enhance his repu- 
tation. He tells what it has meant to identify his store 
prominently with this line in the following letter to the 


A. H. Pond Company: 





“Our new and very attractive outdoor neon sign unmis- 
takably identifies me as the Keepsake Diamond Ring dealer 
in our area. I can point to many sales of diamond rings that 
I know are a direct result of this sign. 


“When a person sees that I handle Keepsake, he instantly 
recognizes the fact that I am a reputable and progressive 
jeweler. This has made my other business, as well as dia- 
mond rings, far better and far easier than ever. I find that 
Keepsake is the one line that has the exact sales features 
needed to close the sale with that ‘hard-to-sell’ customer. 


“Your national advertising is a tremendous help in pre- 
selling people in the market for a diamond ring. Keepsake is 
often the only brand name they remember. 


“Another attractive feature for the customer is your trade- 
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(Advertisement ) 


mportance of diamond rings is high- 
| by Johnson’s window, beautifully 


. ‘i ; . ‘ A , . ... — . [so . 
in policy that permits the customer to trade in his Keepsake cetaiatiandl seule dentin: Mieniame, Yateniels tal 


| 
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anvwhere in the country at full current value. This, plus the rays featuring leading diamond ring line. 


guarantee of perfect quality, is assurance to customers that 


they can buy no finer diamond ring anywhere than Keepsake. 


“In my estimation, Keepsake is without doubt the finest 
diamond ring line on the market today. It has helped me 
to the point where in just three years as an authorized 
Keepsake dealer I am doing more than double the amount 


of diamond ring business that I was originally.” 





Some of the advantages of the Keepsake program that have 
helped to increase business and enhance the reputation of 


Johnson if Wie lers and thousands ot other Ker ps ike Te welers are: 


NATIONAL ADVERTISING — A national TV program, “Ameri- 
can Bandstand” ABC-TV with host Dick Clark, the first network 
show ever sponsored by a diamond ring . . . plus big-space 
magazine advertising . . . both campaigns appealing directly to 


Vour best customers for diamond rings — young America. 


DEALER SALES AIDS —A full lineup including newspaper 
mats, colorful motion displays, neon sign. point-ot sale aids. 
theater commercials, radio and TV spots, consumer literature, 
and a Sper ial “teen-age — trafhe building otter. 


“YELLOW PAGES” ADVERTISING — A cooperative plan to Reynold D. Johnson 
identify authorized Keepsake Jewe lers i - W to-buv-it™ Johnson Jewelers 
Bellflower, Calif. 


section of local telephone books 
Keepsake magazine advertising. 


PERFECT QUALITY —A big sales advantage for every Keep- 
sake Jeweler . . . guaranteed and permanently registered for 
customer's protection by the Keepsake certificate. 
sali’ malas ew | 7 A If you are interested in building sales, 
NEW, EXCLUSIVE PROGRAM FOR YOUNG AMERICA — oa 

| | | profits and reputation, write today to: 
An advertising and merchandising program geared specifically 
to attract more of the great teen-age market to Keepsake Jewelers’ A. H. POND CO., INC. 


— 


stores ... for engagement, wedding and lifetime business. SYRACUSE 2, N.Y. 





Christmas extras 
must be trained 
to sell diamonds 


by Glady Babson Hannaford 


® WHO SELLS DIAMONDS in your store at Christ- 
mas in addition to your regular staff? Do you 
have one or more sales people who sell in other 
departments regularly but who, for six weeks or 
so before Christmas, “pinch hit” in diamonds? 
If so, how well have you equipped them for this 
specialized kind of selling? 

Even a topnotch sales person, without some 
training in the presentation of diamonds, can 
lose sales. In this department above all others, 
people prefer to buy from one who knows. 

If you have not done so already, you should 
select your pinch hitters right away. No matter 
how busy you are, you should take time to ac- 
quaint them with your diamond stock. 

Has a saleswomen been selling in a department 
where a $50 sale is a big one? If so, prepare her 
to overcome price consciousness. It’s a highly con- 
tagious disease in any department and particu- 
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larly so in diamonds. The perceptive customer 
will sense immediately a defensive tone when 
price is quoted. He suspects that diamonds are 
overpriced anyway. It is of the greatest impor- 
tance to teach your pinch hitter that her tone of 
voice and her manner must tell of pride in the 
value offered. Explain to her the factors that 
affect price and where the value in diamonds lies. 

Always have her display diamonds on a pad— 
never on the bare glass. Teach her to handle 
them with respect, as something infinitely pre- 
cious. The customer often tries to see merchandise 
through a salesperson’s eyes. Diamonds lose sta- 
tus, lose some of their preciousness, through care- 
less or indifferent handling. 

How complete is the information on your tags? 
On rings, you probably have the weight of the 
center diamond. How about other pieces? The 
diamond expert can tell the approximate size at 
a glance but this ability takes more than a few 
weeks to acquire. If size is not indicated on the 
tag and the saleswoman has to ask, she is in 
effect proclaiming her lack of knowledge and it 
won’t help her make the sale. 

If you use letters or numbers to indicate the 
state of perfection, explain the system very care- 
fully. The word imperfect means different things 
to different people. To some customers who don’t 
know diamonds, an imperfect diamond is always 
a poor one. It is never a matter of degree. A 
diamond man will regard a diamond of fine color, 
well made, as something to be owned with pride 
even though it is marked VVSI. Make this clear. 
Show a few diamonds ulider magnification along 
with your explanation. 

Don’t expect your “extra’’ to see slight differ- 
ences in color, but show her how you grade so 
she will know the difference is there. Explain 
how rare your fine color is so that she can pre- 
sent it with an enthusiasm that will offset any 
adverse reaction to the price tag. At the same 
time, don’t let her become so color-conscious that 
she will forget that “‘even the least of these’’ is 
precious. 

Be sure to place a limit on the number of 
pieces of diamond jewelery displayed at one time. 
Too much can confuse the customer and make 
his choice more difficult. This is a bad practice 
anyway. There are too many of those bold, bad 
people abroad at Christmas waiting for just that 
type of confusion to cover their acquisition of a 
few diamonds without paying. 

You cannot create a diamond expert in a few 
hours’ time, but you can give sufficient sound, 
basic information for a good salesperson to ap- 
proach the average customer with assurance. Give 
her as much ammunition, enthusiasm, and con- 
fidence as you can. The time spent can bring in 
more dollars when the rush really starts. _ B @ @ 
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Emerald Cut and Marguise 
STAR SAPPHIRES 


RUBIES-EMERAILDS+ STAR RUBIES 
SAPPHIRES - PEARLS 
ime e Byes 


We are always interested in purchasing estates — or 
jewels. which your customers submit to you for sale 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


JEROME _RICHHEIME R 


Dy. ~— 


608 Fifth Avenue Phone Circle 5-5673 New Y ork 20, N. ¥, 





ACTUAL SIZE 


32nd Degree 


SCOTTISH RITE 
CONSISTORY RINGS 


Heavy. handsome. authentic- 


ally designed rings in 14K 
yellow gold with hand chased 
white gold eagles. The rings 
illustrated are only a small 


part of our large selection. 
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HOW TO ATTRACT THE TEEN TRADE 


(Continued from page 71) 


the teens: “We want hope chest items to last a 
long time”; “Nothing is too good for a hope 
chest”; “I’m more certain of getting high quality 
and expert assistance’’; “I obtain more personal- 


ized service in jewelry stores. 


When buying a watch, 6.5% shop in depart- 
ment stores, 10.2% in discount houses, and 85.2% 
in jewelry stores. As with hope chest items, the 
jewelry store’s reputation is a strong influence; 
and the fact that jewelers carry name brands is 
important: “Name brands are better for some- 
thing special and expensive’; “The clerk will 
spend more time and show you a better variety” ; 
“T’ll have a good watch with a special place to 
take it for repairs’; “I’ll be more confident of its 
dependability, quality and craftsmanship.” Rela- 
tively few of the girls surveyed shop for watches 
in discount houses and then “because I can get a 
name brand watch for much less.” 


Regarding wedding presents, 57.4° buy them 
in department stores, 25.9% in jewelry stores, and 
23.1% in gift shops. The most popular price 
range for wedding presents is from $5 to $10, with 
83.3°% of the girls buying gifts in that range. The 
girls go to department stores for wedding pres- 
ents because “there is a large, varied selection 
and I feel more at ease while looking around”; 
to jewelry stores because “a bride and groom de- 
serve the best”; to gift shops because “variety 
and gifts abound... . I enjoy buying different and 
out-of-the-ordinary gifts.” 

The questionnaire also reveals the extent of 
ownership of specific items ranging from earrings 
to electric shavers, how the items were acquired, 
where they were purchased and, if the items were 
gifts, for which occasion they were given (see 
table). Another fact on the positive side of the 
ledger: 79.7% of the girls find what they are 
looking for when they shop in jewelry stores for 
items ranging from charms, crosses, class rings, 
circle pins, watches and wedding gifts to china, 
crystal and clocks. 

That teen girls feel friendly toward jewelry 
stores is further evidenced by answers to ques- 
tions on “browsing” and “favorite stores”; 77.8% 
say they go into jewelry shops just to browse, 
and 58.4% have a favorite jewelry store. Com- 
ments on why the store is their favorite included: 
“great variety,” “prompt service,” “friendly 
treatment,” “personalized attention,” “freedom 
“inviting displays,” “reputable,” 
“good repair service,” and “‘no pressure.” 

These seem to be the qualities which do most 
to attract the teen market. But, apparently, not 
enough retailer jewelers provide this kind of ser- 


to browse,” 
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vice. A large part of the teenage “jewelry” dol- 
lar still goes to other sources. Teens may browse 
in jewelry stores occasionally, and are likely to 
shop there for specific items; but the median num- 
ber of times per year that they enter jewelry 
stores is 5.94, or less than six times annually. 
(The range here is from never to 50 times. Of 
the two girls who answered “countless,” one of 
them works in a jewelry store). 

Some of the girls polled expressed strong crit- 
icism of jewelry stores: “In many stores the 
owners won't let you just browse. If you’re not 
going to buy, you’re not wanted.” “Clerks look at 
you as if they want to say ‘Don’t Touch’.” “Too 
many stores have clerks who show that they 
don’t need teen customers.” “Jewelry stores 
should have a special section for the teen-ager- 
selection and prices to fit their needs.” “Many 
jewelers feel that teen-agers are annoying and 
act brusquely when they come in.” “Many stores 
charge exorbitant prices and have a small selec- 
tion.’ ““Teen-agers should be shown the same 
courtesies as adults. . I don’t like going into a 
store and having the proprietor wait on a later 
customer first, just because the second person 
is an adult.” 

Teen-agers also seem to have definite ideas 
about the kind of people who habitually shop in 
jewelry stores—and the average teen-ager is not 
among them. They mention “someone who likes 


nice things and can afford high prices”’; 
who can make selections quickly and don’t care 
about ‘shopping around’ first’; “‘well-to-do, older 
people’; “elderly people interested in certain 


“people 


9’? 


types of jewelry. ... 
How can the jewelry store owner or manager 
help to change this “store image’? Based on 
previous research by Seventeen, we offer these 
suggestions: 
First, you need to understand some basic facts 
about the teen-age girl and her buying habits: 

A. She is an active shopper now. In addi- 
tion to the $414 billion of her own money that 
she spends each year, she is the “daughter. 
still-at-home” and mother’s companion in choos- 
ing gifts for friends and relatives as well as 
purchases for the house. 

B. She is a bride. Half of all first brides are 
teen-age girls; 18 is the peak marriage year. 
tight now 765,000 American teen-agers are en 
gaged; the median age for engagement is 17.1. 

C. She is a collector. Of the 40° of Amer- 
ica’s teens planning for ‘“‘that day,’ 705,000 
own hope chests in which they store their 
trousseau treasures. At the age of 16.8 they 
begin stockpiling sterling and china. 

D. She is a favored gift receiver. Of the 
girls who own sterling, 33° received it for 
graduation; 86% received the brand or pattern 

(please turn to page 104) 
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Sodokoff Brothers, creators and 
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new styles in diamond jewelry. 
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TO ATTRACT THE TEEN TRADE 


frnued trom page 10?) 


which she asked for. 

E. She is a loyal, life-long customer. Under- 
twenty girls are establishing lasting shopping 
habits, preferences and loyalties now. 
Secondly, the teenage girl should be treated 

as a good, “grown-up” customer. You need to rec- 
ognize her as a customer and make her feel 
wanted as a customer. From the moment a teen 
walks into a jewelry store, she can feel the re- 
flection of management’s attitude. She can spot 
a ‘“‘look-but-don’t-touch” glare a mile away; and 
she'll take her dollars and her long-range loyalty 
to another store. The teen girl likes to pick up a 
piece of silver, look through a china plate, try on 
a pair of earrings. 

The survey shows that teen girls are likely to 
buy costume jewelry in department stores be- 
cause department stores have “wide variety and 
prices within my budget.” 
sales for two reasons: (1) They don’t stock 
enough costume jewelry and (2) their stock is 
not prominently displayed. Possibly the two over- 
lap. This is easily corrected by displaying cos- 
tume items attractively in windows and including 
a table or counter of popular-priced bracelets, 
earrings, pins, etc., at a focal point in your store. 
You can also promote such items by periodic mail- 
ings to a teen list; this makes the teen-ager feel 
respected and courted, and also directs her at- 
tention to your selection of jewelry items in her 
price range. 

Above all, remember the teen-age girl is both 
your immediate and future customer. She repre- 
sents a significant market not only in population 
(ten years from now teen-age girls will number 
12,500,000), but in purchasing power. If you sell 
her on your service now, chances are she’ll be 
your customer in the years to come. a8 8 
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Youth to Spend 10 Billion in ’60 


Young people are becoming big business and 
big spenders, the federal government reports. 

This fall, some 46.4 million children started 
sehool, a gain of 12 million, or 5 per cent, over 
last vear. 

School figures are impressive. One out of every 
four persons is attending classes, from kinder- 
yarten through college. Almost 90 per cent of 
boys and girls between the ages of 14 and 17 are 
in school. The figures break down this way: 

Kindergarten through 8th grade—33.4 million. 

Ninth through 12th grade—9.2 million. 

College and universities—3.7 million. 

Not only are school children a big market for 
adult buying—supplies, gifts, and what not—but 
they are a tremendous market force in their own 


right. Government economists now figure that 
teenagers alone will spend some $10 billion this 
year. This is one-fifth of the total retail sales last 
vear of $200 billion. 

Another recent survey shows that the average 
senior high school boy spends $7.48 a week, and 
the average girl in the same class $4.98. 

At the same time, boys were saving $4.04 and 
girls $1.87, which boosts even higher their po- 
tential power as customers. 


OPAL—BIRTHSTONE FOR OCTOBER 
(continued from page 90) 

much cheaper than black; perhaps because 
they’re more likely to check. The really inexpen- 
sive, quite milky white opals can be bought for a 
few dollars a stone. 

“Precious” opal refers to stones in which there 
is plenty of play of color; “common” opals are a 
watery silica gel without fire, and the latter are 
common indeed. Perfectly preserved logs of fos- 
silized wood are as often replaced with the hy- 
drated silica, opal, as they are with the waterfree 
silica, agate or jasper. 


Mexico “Slighted” Source 

Mexican opals aren’t properly appreciated. 
They occur in rhyolite, an uncommon type of lava. 
Since Mexican opals seldom command a high 
price, they are seldom worth mining, and in re- 
cent years supplies have been scarce. Even today, 
train passengers to Mexico City find the short 
halt at the Queretaro station amusing, as vendors 
appear with papers of small opals (and recently 
glass, synthetics and plastics) to sell to the tour- 
ists. Even before the bargaining starts the prices 
are well below those of Australian stones; yet an 
occasional Mexican stone can be as beautiful as 
the more famous ones. 

Mexican opals may also be grouped into three 
types: Fire opal (common opal, really), often 
facetted, is orange-brown in color and slightly 
cloudy, but without any play of color. We occa- 
sionally see papers and jewelry of these stones in 
the trade. They have no brilliance but they are 
unique in color. Next is jelly opal, a completely 
transparent glassy precious opal, full of fire but 
so clear that the finger or mounting can be too 
plainly seen through it. Against a black back- 
ground, as in a brooch on a dress, they are most 
effective; but for ring use, this is a drawback. 
Lastly, stones which have some of the lessened 
transparency of the fire opal, pius the brilliance 
and fire of the jelly opal. Really fine examples are 
unusual; but even these, when available, are far 
less costly than the equally rare and beautiful 
Australian gems. See 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


Via K CLOIYSO22 bu: 


Formerly Robinson & Sverdiik ”, 
610 FIFTH AVENUE, Rockefeller Center 
New, York 20. New York 
Over 35 Years of Service to Leading Jewelers 











FASHION ORIGINALS by ~Gpack 5 


America’s Most Complete Selection of Scarab Jewelry 


Superb designs, master-crafted with imported Eurcpean Scarabs, 
priced for mass market selling! Promotion material available. 


TURTLE 
PINS 


No. 275, 
$9.00 Key 


| No. 2/30 Button Earrings $15.00 Key | 
TIE No. 2/38 Drop Style .. 16.00 Key No. 264 Circle Pin. .$11.00 Key 
ee | Lovely cluster design 1/20 12K Gold-filled. Colorful charmer. 1/20 12K G.F. 
we | TAC 


No. 298 .....$48.00 Dozen Key 
Smart chain and bar style, 1/20 


12K Gold-filled. One dozen on Order No. 283 “MINEA” Watch Attachment, 1/20 10K White or Yellow G.F.. .$9.00 Key 
plush display pad. 


Order No. 254 “CYNTHIA” Bracelet. 1/20 12K Yellow Gold-filled. ...$11.50 Key 


Oe Ct Cae Oey yp Gm ay PG 
No. 281 7 ryt 61" ee Key No. 281X 8 Stones, 742" $11.50 Key 
“Muti” Bracelet for ladies or little girls. 1/20 12K Yellow or White Gold-filled. 


714 SANSOM ST., PHILADELPHIA 6, PA. oe Walnut 2-2356 e WRITE FOR CATALOG! 





HOW TO KEEP RECORDS IN THE SERVICE DEPT. 


(continued from page 82) 


“You had this watch overhauled in July, of 
1956, Mr. Terhune. That was more than 15 
months ago. There is nothing wrong with the 
movement now except that it has accumulated 
considerable dust which has gummed the oil. That 
is why the watch can’t run properly and keep 
correct time.”’ 

This approach serves several purposes. It dis- 
pels any false idea in the customer’s mind that 
the watch had been serviced at a more recent 
date. And it saves face for the customer if he had 
intended to claim a more recent overhauling. 


“Horsepower” vs “Flea-Power”’ 


If the store does not use scratch marks, the 
customer’s name is ascertained and his record 
card is picked out from its proper position in the 

See your wholesaler today and join the : file. With the card now before him, the jeweler 
thousands of retailers already profiting or watchmaker knows at a glance the complete 
from this terrific seller. history of the watch. 


If the customer shows dis- 
pleasure because he has had to bring his watch 


y in again, a little tactful “‘soft selling” s ‘on- 
Linnctl | ol ci OR oe ine. n again, a little tactful “‘soft selling’’ should con 


vince him that it is not unreasonable to find the 


V/A Woudbe of Wihlake watch in need of attention once more. 


130 WEST 46th ST. © NEW YORK 36. N. Y. Consider the attention an automobile Is given 
' And contrast its 300 or 


every 500 or 1,000 miles! 
more horsepower motor... weighing hundreds of 
pounds... with the tiny, delicate “‘one-flea power”’ 
watch mechanism weighing barely an ounce. This 
dramatic verbal comparison frequently does the 
trick. Obviously, no one standardized sales talk 
can be used to cover every situation but the ap- 
proach just mentioned has the basis for a con 
vincing argument. 

If the customer decides to have his watch ser- 
viced again, a regular claim check is filled out and 
the proper entry made on the record card, which 
is immediately replaced in its proper position in 
the file. That is how easy 3 
record system. 


The Two-Card Setup 
Many stores prefer a two-card system. One 
card is used solely for index and mailing list pur- 


— poses, and the other card is devoted exclusively 
to the “‘case history” of the watch each time it is 

brought in. The index card is of the regular 3x 5 

type on which are indicated the customer’s name, 

PLASTIC address, telephone number and his scratch mark 
if one is used (see Figure 8). Where this two- 

IN ALL COLORS card system is used the scratch mark can be sim- 


PARCHMENT plified by omitting the prefix letter. Each cus- 
Yr is assigned ; : ir ¢ his nber 

PLAIN or PRINTED tome} is is igned a numbet und thi numbet 

| appears in the upper right hand corners of both 

mfd.by ARCH CROWN TAGS, INC. cardn 

27] Halsey St, Newark 2, N.J. The index cards are filed alphabetically accord- 





ing to customers’ last names but the larger ones, 
the 8x5 record cards, are filed numerically in 
accordance with scratch marks. The last card in 
this file indicates what the next open scratch mark 
number will be. 

Let’s suppose th.t a Mr. Franklin Caso has 
brought in a watch showing scratch mark 1483. 
The 8 x 5 record card is quickly located and from 
it the customer can be addressed by name as pre- 
viously described. This two-card system is also 
simple to maintain and easy to use and gives the 
added advantage of a separate set of cards for 
mailing list or follow-up purposes. 


A Permanent Record Book 

Recognizing the one disadvantage of the card 
system, namely its “looseness,” many retailers 
prefer a record book in which to keep the case 
histories of the watches they handle. Where such 
a book includes a prefatory alphabetical index it 
is unnecessary to maintain any card file. How- 
ever, Many jewelers like the idea of having such 
ao3x5 card index which they use as a mailing 
and follow-up list. 

When a new customer is acquired his name is 
entered on the proper index page of the book, the 
first letter of the last name determining the paye 
on which such entry is made. Next to the name 
appears the page number on which the watch has 
been written up. See Figure 9 which illustrates 
a typical page out of such a record book. 

We will now refer to one of the inside pages on 
which the “case histories” of the watches are 
written up for the permanent record of the de- 
partment. (See Figure 10.) 

The jobs are written up on this page just as 
they come in. That accounts for the variety of 
last names. However, the “K’”’ index’ page clearly 
shows that Howard R. Kennedy’s watch is writ- 
ten up on page 69 that the case history of 
Mrs. Helen E. Preston’s diamond-set 
watch is on page 69... etc. 


Longines 
In other words, these 
pages show a chronological record of the jobs as 
they come in, day by day. 

Note that Mrs. Preston’s watch had only 9 dia- 
monds when brought in. Her signature, alongside 
the figure “9,” acknowledges this fact. When the 
watch was delivered to her it had the full count 
of 10 stones and, once again, her signature verl- 
hes this. 

Figure 11 illustrates another type of 
taken from a record book. It shows most of 
information indicated for each 
other page. But whereas the page shown in Fig 
ure 10 will accommodate the “case histories’ ol 
only five watches, the page depicted in Figure 11 
will take the records of 16 timepieces. 

Where a store does not use scratch marks, the 
serial number of the claim check can be substi- 


watch on th 





Add your name to the 
list of major jewelry 
manulacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Alsan Mfg Co 
Beckerman & Lerner 
Belenky Bias. Ine 
Bickson, In: 
Botell Ring C: ine 
J. L. Brandt Ce 
Bristo! Seamless 
Ring Corp 
Coronet Jewelers 
Davidson & Sons Jiry. Co 
Ine 
D’Esposito Bros 
E. S. Feinstein & Co 
Fiyer Brothers 
Harry & Ben Frackman 
inc. 
Gevertz & Co... Ine. 
H. Glaser Co 
Goldstein-Gerson Co 
Green & Co., Jirs.. tne 
Benjamin & Edward 
Gross Co., Ine 
Harry Guise. tne 
H. Hamburaer Co.. ine 
Haven Ring Co 
Irvring Co 
Kahn & Co 
Morris Kaplan and Sons 
Charles Konne!l Ring Co 
w ~ Iry. Co , ine 


(,000dman & C'o.. 
Indianapolis, 
Indiana 


Mercury Ring Corn 
Perkel & Kiein, tne 
Aaron Perkis 

Samuel Platzer Co., Ine 


William Schneider 
Schuman & Parchl, Ine 
Seltzer Bro< 

Skalet Mfa > Ine 

Wax & Skolnik, Ine. 

J. R. Wood & Sons, Ine 


but 


BUFFALO N y¥Y 

The Bock-Lewis Co 
M.A. Reich and fo 
Star Ring Mfg. Co.. tne 


CHICAGO. ILL 

Emil Braude & Sons 
Hart Ring Co.. Ine. 
Hirseh and Onpenheimer 
Harry Rotter 

Fred Seltzer Co.. Ine 
Stein & Eltbogen Co 


INDIANAPOLIS. IND 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Ca 


MINNEAPOLIS. MINN 
Ostbye and Anderson 


‘Linde’ Stars are the only Ring Specialty Co 


ST. LoUuIS. MO 
yntli apphires and 
synthetic star sap} 2S Sateen ts thet, tie 
star rubies produced under OHIO 
Fratianne Mfg. Ce 
I. B. Goodman Mfg. Ce 
inc 


Swirsky Bros., Ine 
The Victor Corp 


quality controls so _ rigid 


they match the perfection 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co 


of natural star gems. 


PROVIDENCE, R. } 
Delan & Bullock Ce... tna 


NEW JERSEY 

Acme Ring Mfg Ce., Ine 
Church & Company 

F. & F. Felger, ine. 
jJabel Ring Mfg. Co., Ine 
Jones & Woodland Ce.. Ine 
Larter & Sons. Ine 


Your inquiries are invitea. 


CHARLES FE. WINSON WORLDWIDE DISTRIBUTORS 
580 FiF TH AVENUE. NEW YORK 36 COLUMBUS 35-2656 


* ‘Linde’ is a registered trademark ef Union Carbide Corp. 








n the space provided for such data. One 

her important fact is worthy of mention. Each 
time the watch comes in, the customer’s name 
be entered in the index and proper entry 

in the book showing nature of work done, 
thereof, ete. Thus, the record is always com- 
plete and accurate and, most important of all, the 
customer’s signature is always on file acknowl- 
edging delivery of watch to him. If a 3x5 ecard 
file is kept it is a good idea always to check this 
each time a name is added to an index page. This 
takes it a moment and assures an up-to-date 


customs 


File Card, Plus Record Book 

The record book has one minor disadvantage. 
It does not provide the entire history of any watch 
at one glance as does the card shown in Figure 7. 
The card instantly indicates the last time a watch 
was overhauled and thus simplifies the task of 
sending out the postcard or letter reminder. That 
is Why it is a good idea, even with the use of a 
record book, to maintain a 3x5 file card such 
as shown in Figure 8. It takes only a few seconds 
to fill in a brief summary of the work done and 
date of delivery to customer. The cards can be 
scanned quickly once each month and marked for 
mail follow-up where any overhauling or major 


service Job had been done more than 12 to 15 
months before. 

The check mark, over the sept. 19, 1957, de- 
livery date (see Figure 8) shows that a reminder 
letter or card was sent to Mr. Caso on 1-13-59. 
lt suggested that his watch be brought in again 
to make certain that it was in good running order. 
And Mr. Caso did just that. The card shows that 
he had his watch overhauled, the dial refinished 
and a new band attached. Dentists find that a 
follow-up system like this works to their advan- 
tage. Hundreds of jewelers have learned the same 
thing. A simple record system, kept up to date and 
used efficiently, is literally worth its weight in 
gold. Zee 





Next month: The art of taking in a watch for 
repair; estimating charges; filling out the claim 
check and other records; the utility of scratch 
notifying the customer when work is 


marks: 


ready; the importance of follow-up mailings. 











by CHESTERFIELD 


Z 


ela(cre ewel Swiss movement... . 


flexible mesh bracelet... 


lah) @lig<) 


flawlessly crafted in 14 Karat gold. Yours 
fom c-)(o1] Mme} Mme lam ela) e.-11[-1',0]¢)h amie) ammo) 1-3 


Keystone $129.00. 
Seve f Rif f fs AN ANADA 
4 CHESTERFIELD JEWELERS, INC. 
33 West 46th Street, New York 36, N. Y. 





10 Ri LES FOR MAKING | SALE 


rT ynued rrow page “it ) 


True, not all shoppers know what they want. 
but the salesman who can suggest and, by intel- 
lizgent conversation, create desire and confidence, 
need never worry about sales. 

Here are 10 rules for retail salesmen which | 
know are sound because I’ve seen them tested 
through the years: 

l. Never sell credit. It is simply bad policy. 
Talk quality, prestige, beauty. Point out how 
much her friends will admire the item. Mention 
price casually. 

A Pay attention to the third party who came 
along as an adviser. Praise his or her ability to 
recognize quality. Congratulate your customer on 
his judgment in bringing this party along; be- 
cause that third person will be the deciding factor 
in whether you make the sale. 

>. Ina difficult situation, go to the safe for the 
ring that “oust arrived’ —some thing Spe cial. The 
impression this makes is always favorable. 

1 Be casual in your speech. Don’t run to the 
counter; be relaxed. Smile don’t grin. Caress the 
merchandise as you would anything of value— 
even if it sells for only a dollar. 

5. When the sale is made. motion Your CUS 
fomer to an adjace nt counter to write the order. 
There is a psychoivgical finality about this move. 
Then, your customer won't start comparing the 
ring or watch she’s purchased with those still on 
display. 

6. lf Your customer feels “humorous,” show 
that YOu Ge nuinely enjoy his humor. But. don’t 
try to top him with clever repartee; and don’t 
constantly distract his attention with frivolity. 
You might make him laugh—but you will most 
likely lose the sale. Spending money is serious 
business. People don’t buy from clowns. 

The best reply to the customer who insists 


on knowing the terms 1s “Let's find Out, Start 


walking towards the credit department with the 


merchandise. The customer will always follov 

8. If the customer is carrying packages, ask 
her to place them on the counter. Far too many 
salesmen continue a sales talk with the customer 
holding packages in both hands. This is such an 
obvious selling fault, you wonder why it exists. 

Q Place eve ri diamond ring that You remove 
row thie COSC OW the finge? Of the le ai hand OF thie 
Pros pe etive Duye a Clasp each watch carefully On 
the customer’s wrist. . . .There is no better way 
to create desire for an item than to let the cus- 
tomer feel a brief thrill of ownership. 

10. Remember that the words “‘honey’’, “dearie” 
and “darling” are as obsolete as high button 
shoes. They tend to irritate most people—includ- 
ing yours truly. es 


THE 
AIAN 
THAT 
LIGHTS 
PUNTO EOS 


\ 
OF a 


\ 


STARS y 
A 
Oya 


Every day in our offices, hundreds of Linde 
Nicteeetecketecatihmoctiitieceme Milam coe sk mei 
concentrated light test making sure each Linde 
Star meets the requirements of our customers. 

As the original distributor of Linde Stars 
for more.than twelve years, our krfowledge, 


experience and service is at your disposal. 


MAX DURAFFOURG 86” 


WORLD WIDE DISTRIBUTORS 
576 FIFTH AVENUE. NEW YORK 36. N.Y 
JUDSON 2-2922 


‘Linde’ is a registered trade mark of UCC 





Do you have a bridal consultant? “If not, get one.” 
And put the telephone to use for greater volume and 
profit. These are among many effective ways to... 


Sell the 


“Precious Idea” 


in Sterling 


by C. R. McLean’ 


@® THERE ARE THREE BROAD AREAS which contain 
all of the functions that contribute to the sale of 
silverware. They are advertising, display and 
personal selling. Let’s take a quick look at all 
three. 

I have heard that the average retailer allocates 
approximately four per cent of his gross sales 
dollar to advertising. J’m sure that a great many 
retail Jewelers don’t produce that much profit 

after taxes, so we're 

talking about a substan- 

tial investment. May I 

suggest that in spending 

this substantial invest- 

ment you be specific in 

vour advertising. Sell 

the precious idea in every 

pi\ ad. Sell to the emotions 

of your customers by ap- 

pealing to their pride of 
possession, emotions, 
prestige, fashion and status. These are prime 
motivators in the sale of sterling silver, and 
should be present in all your advertising. In your 
advertising I suggest that you feature some value 
to the customer, in addition to the emotional 


* Mr. McLean is vice president of Towle Manufactur- 
ing Co., Newburyport, Mass. This article, second in a 
two-part series, is based upon his remarks at the conven- 
tion of the Retail Jewelers of America at Chicago. 
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values, that will excite him without depending on 
the manipulation of price. 

Advertise the club plan. Within the past 60 
days, one account on the West Coast ran one club 
plan ad—at full price and profit—and did more 
business in the week following than they had 
done in the previous four months. Old hat—sure, 
but a proven sales stimulator. All manufacturers 
are ready to help you organize a club plan adver- 
tising program. 

Another important advertising technique is to 
advertise a complete bridal registry service. If 
you have a bridal consultant or co-ordinator, fea- 
ture her in your silverware advertising. Spell out 
how she can be of service to the bride. Remember 
this is a growing market; there will be 40 per 
cent more brides by 1965 than there are today. 
These little girls need the service you can offer 
through your bridal consultant. If you don’t have 
one, get one. The oncoming market will be tre- 
mendous. Until you get a bridal consultant, fea- 
ture your bridal registry service and your ability 
to serve the bride through the items you offer 
that are important to her wedding plans. But 
be specific in your advertising. Sell services as 
well as product. Sell the precious idea. 

Let’s take for granted that you have an attrac- 
tive store with the necessary display and selling 
counters and windows, and that you do the basic 
job of presenting sterling silver in the traditional 
manner. What can you do in the way of display 





that will add some real plus values? 

Here are a few. Make your store the center for 
sterling sales by maintaining a year-round dis- 
play in your windows that will attract brides. 
There was a time when weddings were concen- 
trated in a relatively short period in the year. 
Girls were supposed to marry in June. Today 
every month is a bridal month and your store 
should be the center for sterling sales every month 
in the year. Set up and maintain an active sterling 
window 12 months in the year; talk through your 
window to the brides, selling the product that is 
most closely associated with a wedding—sterling 
silver. Keep in mind that no month accounts for 
less than 5 per cent of all the weddings in a year. 
Display new patterns dramatically to capitalize 
on the manufacturers’ national advertising. 

Use a table in your silver department or near 
the door. Set the table with the pattern selection 
of the brides who register with you. Put their 
names on the table. They will like it and their 
friends will know what to buy as gifts. 

Set up special displays in your windows and in 
your store in anticipation of the December and 
June peak selling periods. Stress the lovely serv- 
ing and fancy pieces that every woman would 
like to have. Set up a special display that will 
show these pieces as ideal gift and self-purchase 
items. 

Set up small displays or counter signs in your 
jewelry, watch, diamond and other departments 
to attract customers for those products that you 
feature—the leading sterling lines. Ask customers 
in every department of your store through signs 
“Is Your Sterling Silver Service Complete?” 


Phoning Brides-to-Be 

Now I don’t own one share of stock in the phone 
company, but I sincerely believe that this instru- 
ment can add more plus dollars at full profit to 
vour sales than any other single facility. During 
the time that your salespeople are waiting for 
customers to enter your door, they can make sub- 
stantial contributions by using the phone. They 
can fill in those empty periods of the day by phon- 
ing the brides-to-be. 

Check the newspapers for the engagement and 
wedding announcements. Then phone the bride- 
to-be and suggest that she come down and register 
her sterling, china and crystal selections. Tell 
her that this is a service you are prepared to offer 
her that will cost her nothing but can make it 
easier for her friends and relatives to select those 
gifts that are in keeping with her desires. It 
doesn’t matter if she has registered at another 
store, some of her friends will shop at your store 
and a visit to register her patterns will make 
their gift-giving more appropriate. 


( please furn to page 128) 
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originals make money... 


Jewelers Have 
New Profit Source 
in Custom Designs 





One-of-a-kind designs in rings, pins, ear drops or other 
precious jewelry have lately become an important new 
source of income for many dealers. With original de- 
signs to offer you are set apart as the one to whom the 
community turns for the freshest and smartest in 
jewelry. You are the man who can provide the answer 
to the often difficult question of what to select for that 
important gift that must be different. To meet a rising 
demand for custom designed jewelry, the Schumer 
Brothers Company of 
Cincinnati has recently 
made its services available 
to jewelry dealers every- 
where. 

Each Schumer original 
is literally an exclusive 
and unique design. The 
design is submitted in art- 
work with the inscription: 
“Created expressly for 
(your customer's name ) 
. The 


original art is returned with the completed job as 


by (your name) 
record to be kept by dealer or customer. 


No Guesswork 

Schumer designs and craftsmanship are the results of 
over 50 years of custom experience and acceptance. 
Service on all Schumer special orders is fast and accu- 
rate with several features intended to please both dealer 
and customer. For instance, Schumer pays the postage 
both ways on all orders including the transmittal of 
both artwork and finished piece. Rings will be person- 
alized with the dealer's or customers name stamped 
directly on the shank, at no additional cost. All work is 
guaranteed by Schumer, dealing exclusively in custom 
jewelry and not in repair work. 

Schumer has taken the guesswork out of spe 
orders and put profit in. Now they are providing an 
important source of new business and wonderful oppor- 
tunities for merchandising. 

Nothing is more appropriate nor more greatly treas- 
ured than a really unique piece of jewelry. It's a won- 
derful item packed with sales potential for you ... and 
it can be had for surprisingly modest cost. Write tor 
details today: Schumer Brothers, a division of Traub 
Manufacturing Company, makers of the famous Orange 
Blossom Diamond Rings. 

SCHUMER BROTHERS COMPANY 
329 EAST EIGHTH STREET, CINCINNATI 2, OHIO 





nd the Timeless 


orham Sterling... 


Advertising & Sales Pro- Now is the time to sell to House Beautiful’s highly selective 
Re Spee audience of 730,000 better-income families (Average: $15,715) 
“Hows ee eS In themselves, these families are an incredibly responsive market. 
But they also represent leader influence—the kind of influence that 
ae ye sets taste trends and buying attitudes for the rest of the country 


Gorhams ¢ iting ™~ : - - 
+ ie tao ctT Can your products use this taste-leader vitality that produces sales 
PCdInTINL Ou Wo - . 


Lananed dociane at once—and once sold. influences millions? 
It has been our experi 


i 


families—with a lone his- Sells Both Sides of the Counter 


if j 
lif cit f OT } lal fhe, See 


‘ 
1/71 Sterling ror all OCCaA- 


me, for gift-giving 


fhnais wit C,orham has used 
tifil nsistently every vear. for a 
ili? In the vears ahe ad, we look 

) sales results.’ 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK 





LDEAS 


THAT PAY 


@ Profitable Tie-In: When Public Laundries, 


Houston. Tex.. decided to expand their ary- 
cleaning trade, they made a dicker with Levit's 
Jewelers to supply steak knives as a come-on 


premium. Each new customer received a cou- 


pon good for one knife for each article of 


clothing collected by the cleaner. Coupons 
were redeemable only at Levit’s. ... The gim- 
mick not only accomplished its purpose for 
Public Laundries, but it brought some 500 new 
prospects into Levit’s—at absolutely no effort 

expense on the part of the store; and many 
of them became good customers. Now Levit’s 


nvestigating more such profitable t1e-ins 


@ Tiny Items Where They're Seen: There’s 
e giving showcase space to such items as 
arl necklace shorteners, earring cushions 
watch band safety chains, ring guards, clasps, 
They’re so small no one notices 
f Montgomery, Ala., 


| , } } , : 1} 
them mounted plain white cardboard 


ebony framed “nictures.”’ The 
are hung on either side of the service counter, 
a heavy traffic area. Items are changed every 
few days; and customers have learned to loo! 
the latest novelties and gimmicks displayed 
there. Since their new exposure, sale of t! 
has increased nearly 300 per ce 


the manayvement. 














fo) 
THE FINEST IN PRECIOUS GEM JEWELRY 


A er 


FOR. OVER 
20 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


f 


Inquiries Invited 


Geo. Schuler & Co.. Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC 
On Bedford Road in Pleasantville, N.Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 





JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


Complete Manufacturing 
and Repair Facilities 


Quality Workmanship 
and Prompt Service 


DIAMOND SETTING © HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 


Manufacturers of WRIST WATCH CASE LUGS 


Stone Rings 

Mountings and Weddine Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Keproductions 
Makers of 

Fine Leather Wrist Watch Straps 

J obbers for 

Cemex « Duchess 

LeStage « CeeTee 

Deltah « Sea Gem 


Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 











Theres money in fraternal items, gavels 


Give them a little show space, and you 


can reap impressive profits 


Fourteen gavels, in a wide range of prices, are dis- 
played in this conspicuous showcase at Kettell, Blake 
and Read, Boston. The store probably carries the most 


extensive gavel stock in New England 


hi A lhe rt 


® FRATERNAL MERCHANDISE and gavels move fast 
at the Kettell, Blake & Read jewelry store, Bos- 
ton. Continual advertising and store front display 
of these items over a long period of time have paid 
off. Today this firm may be the best known center 
for such merchandise in New England. 

“These lines are not only excellent in volume 
sales,” says Ellsworth W. Read, a store official, 
“but they help get folks acquainted with our shop 
and its other merchandise.” 

Full assortment and range of choice is most 
important, Mr. Read emphasizes. Pictures of the 
store’s showcases, here, prove that that’s taken 
care of. 

One case faces the entrance. It holds about 14 
gavels priced $5 to $15.30, in a variety of ma- 
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Fraternal merchandise which occupies a front-of-the- 
store display case at this Boston store, draws a steady 
stream of customers. These items are popular as gifts 
from friends and relatives. 


Smith 


terials—rosewood, ivory, plastic, and aluminum. 
Also displayed are matching wood blocks, gift 
boxes, etc. Engraving accounts for additional 
profits. Other gavels are shown, temptingly, in 
counter-top trays in other sections of the store. 

Emblem merchandise for the fraternal groups 
occupies several sidewall showcases and glass- 
front cabinets. Among the items are jewelry, 
glassware, leather goods, car emblems, novelty 
dishes and pottery, pictures, plaques, Bibles, 
books, deskpads, and the like. 

These items are drawing cards not only for 
organization members, but also for friends and 
relatives seeking unusual gifts which will both 
honor and please the recipient. It’s a side-line 
worth considering by any jeweler. i | 


AR-KEYSTONE, OCTOBER 1 





Star Blossom is a brand new pattern by 
ALVIN that is destined for big sales. Its 
strikingly beautiful, incised design is deep 
cut in solid silver, and its simple, floral 
charm will appeal to all age groups. 

Alvin Sterling is seen on TV on Queen 
for a Day, Truth or Consequences, Haggi: 
Baggis, Art Linkletter’s House Party and 
others, and in SEVENTEEN Magazine 
and BRIDE AND HOME. 

Be sure to show Star Blossom to all 
your customers. Pre-testing proves this 
new, trcised pattern a sure seller that will 
speed your customers’ choice to added prof- 
its for your store. Order now trom your 
Alvin distributor 


) 


THE ALVIN CORPORATION 


Providence 7, Rhode Island 


Price Fi »Ilders gladly 


Seni on request 


showine Star 
Blossom and other 
ALVIN patterns. 





EXCLUSIVE FOR THE RETAIL JEWELER 


rey PROCTOR 


"BUTTERFLY DESIGN’ » 


TOASTER 


and fasnion of Tine 





t for its sparkling, trans 
nd-panels panels made vivid by 
multi-colors of real butterflies and the frothy spray 
f true fern encased within. Only in this Proctor Toaster 


have you a genuine jewelers’ item... precision-made 





exquisitely crafted and exclusively yours for 
An! 








the peak selling Christmas sea 





WITH THESE FINE PROCTOR FEATURES! 
Gucranteed 





@ Select-ronic color beam lights up — 
automatically controls toasting time years 


@ Jet speed element— provides twice 
the toast in half the time 


NO OTHER CLASS OF TRADE CAN CARRY THIS TOASTER 


% PROCTOR 
for the retail 


jeweler 


as a specialist —with all the techniques 
and facilities for low cost production— 


[5 THE ONLY FAMOUS BRAND 
WITH A REAL PROFIT PROGRAM 
EXCLUSIVELY FOR RETAIL JEWELERS 


Proctor keeps retail jewelers “competitive” even at today’s discount prices! 


Call, write or wire collect to Proctor Electric Co., 700 W. Tabor Road, Phila. 20, Pa. - GL 5-8500 


APs 
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able top fashions 


Franconia china from Bavaria, new “Lily is a : 
Glass-bottomed pewter tankards especially etched 


Valley” design has accent of bands of , :, . ; ae ; 
, . with college seal or fraternity insignia may be 


a Sa i 
latinum: 5-piece setting $11.95 retall. 


C. Kupper, Inc., 39 W. 23rd 


a 


tailed for $10, no tax; satin finish. Made by the 


International Silver Co., Meriden, Conn. 


Undecorated white honey jar in “Cactus” design 
s Spode earthenware; 5%” size retails for $7.30; 
412” for $5.50; 3%”, $3.70. Carried in stock by 
Copeland & Thompson, Inc., 206 5th Ave., New York. 

“Elegance” pattern is done entirely in gold on 

swirl shape in white bone china dinnerware by 

Aynsley; 5-piece setting may retail at $28.50. From 

Bertson House, Ltd., 212 Fifth Ave., New York. 


“Elf Owl” from American desert is new Doughty “Nassau” pattern comes in brilliant color on new 
bone china bird in life size, true colors, natural set- Franciscan Cosmopolitan china; 5-piece setting may 
ting; 12” high, retail $875. From Worcester Royal retail for $11.95. Created by Gladding, McBean & 
Porcelain Co., Inc., 11 East 26th St., New York. Co., 2901 Los Feliz Boulevard, Los Angeles, Calif. 
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The moment of calm... 


of advertising material to help you sell the dinnerware 
5 P 


[In a very short time, women across the land will open the 
November issues Of LADIES’ HOME JOURNAL, GOOD 
HOUSEKEEPING and LIVING FOR YOUNG HOME- 
MAKERS. (Newsstand dates are Oct. 27, Oct. 20 and Oct. 
20 respectively.) 

They (over 28,700,000 ) will see this ad—in full color. 

What happens next depends on the completeness of your 
stocks of new melamine dinnerware by Oneida—and the 
extent of your own tie-in promotional efforts. 

Your Oneida wholesaler representative has a catalog full 


that’s “elegant as fine silver. carefree as stainless.”’ Better 


take advantage of this moment of calm to give him a call, 


ONEIDA SILVERSMITHS 


makers of 
HEIRLOOM* STERLING 
COMMUNITY*® SILVERPLATE 
ONEIDACRAFT*® STAINLESS 
ONEIDA*® DINNERWARE 


* Trademarks of Oneida Ltd.. Oneida. N.Y. 





SCOTCH BRAND 
Dusting Fabric 
No. 550 


f ree offer 


on next page 


Look: it's the amazing new 


disposable dustcloth you buy by the roll! 
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“Coronation” border design is done in gold on 


| new “Premier” line of 
‘Stratford” pattern in Jaeger china from Bavaria 


melamine dinnerware made 
by Oneida Silversmiths, Oneida, N. Y. Service for 

nas swirl rim, gray wreath and platinum trim; 5- 8 retails for $49.95; 16-piece set $19.95. 

piece setting $12 retail. From Ebeling & Reuss Co. 

Fifth & Locust Sts., Philadelphia 


“Needlepoint” tumblers made so that white design 
; part of glass structure come in 3 sizes, 3 colors; 
retail for $1.35 each Krom F 


Voundsville, W. Va. 


ostoria Glass Co. 


Italian Renaissance “Florentine” design is done in 
hand-enameling on bone china; 5-piece setting may 
hi 


retail for $36.50. 


From Josiah Wedgwood & 
Ine . 


24 FE. 54th St... New York. 


Sons, 


‘“Bunnykins Ware” with colorful design for the 


young, is made in England by Royal Doulton. Mug 
$2 retail; plate $3.35 


35; eggcup $1.20. Sold through retail at $10.50; also black and Goldust. By Styson 
Doulton & Co., Inc., 11 E. 26th St... New York. Art Products, 132 W. 21st St., New York. 


Made of smoke-colored Ebonite flecked with 


vrold, 


9-piece salad set with brass-finished handles may 





Tableware, Glassware and Gifts 





R acy tor Christmas? 
Better Not Delay! 


hy Madeline Love 


@® OCTOBER, NOVEMBER, DECEMBER—three of the 
vear’s four big selling months are still ahead. 
Your promotional plans for this vital period have 
long since been made, of course. Your stocks 
are filled in; your new lines purchased and 
some of them are already in the store. You 
have in mind, or on paper, a whole series of 
sales-stimulating ideas for windows and in-store 
display. Everything is planned, everything is 
set to go full steam ahead into these upcoming 
months of prosperity . 

If this is true about you, you are indeed the 
ideal jeweler. Most retailers, perennially make 
a solemn vow, around Dec. 24, that nert year 
will be different. Neat year they will give them- 
selves ample time and opportunity to perfect 
merchandising plans for those crucial months 
which seem so far away—but which, really, are 
almost as close as tomorrow. Another year, they 
won't let day-to-day problems blind them to 
the need for planning for the future. 

But all too often retailers—including jewelers 
gift shop and specialty shop owners—do just 
that. We hope you are not among these dilatory 
retailers. But even if you are, it is not too late, 
in early Ocober, to get down to brass tacks. Put- 


ting effort into Christmas preparation now may 


make all the difference in your profits for 1959. 


Miss Alice Rydell, 
Advertising and Publicity Director 
Josiah Wedgwood and Sons, Ine. 


ISS ALICE RYDELL, merchandising director of 
4 House beautiful magazine, has been ap- 


pointed advertising anc publicity director of 
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Josiah Wedgwood and Sons, Inc., New York. An- 
nouncement was made by Hensleigh C. Wedg- 
wood, president. Miss Rydell was previously 
storewide fashion director of the Higbee Co. in 
Cleveland, merchandising director of Bride's 
Magazine, and has held executive advertising 
posts with Altman’s, New York, and Hudson's, 
Detroit. 


Mrs. Inga Jensen, 
Sales Representative, 


Svracuse China Corp. 


RS. INGA JENSEN has been appointed sales 
M representative for the Syracuse China Corp. 
in the Southwest, covering Texas, Oklahoma, 
New Mexico and parts of Arkansas and Louls1- 
ana. She replaces John Heckler, who has left the 
company. Well-schooled in china in her native 
Denmark, Mrs. Jensen was formerly a depart- 
ment store buyer. Recently has been table setting 
consultant and store promotion director for 


Svracuse. 


UGH R. ROBINSON has been named sales rep- 
H resentative for the Worcester Roval Porce- 
lain Co., Inc.. of New York, in New England, 
Upper New York State and Western Pennsyl- 
vania. He takes over the territory formerly, 
covered by Awny J. O’Mitty who now covers 
New York City, Eastern Pennsylvania, Delaware, 
Marvland and Washington, D. C. Mr. Robinson 
has been with the Syracuse China Corp. for nine 


years. 


MHINA, GLASS AND GIFT SHOWS announced for 
C the first six months of 1960 include: Atlantic 
City China and Glass Show, Jan. 3 to 8, Conven- 
tion Hall; 15th Floor Decorative Accessories 
Show, Jan. 4 to 15, Merchandise Mart, Chicago: 
New York Lamp and Homefurnishing Acces- 
sories Show, Jan. 17 to 22, Hotel New Yorker and 
Trade Show Building; Washington Gift Show, 
Jan. 24 to 27, Hotel Willard, Washington, D. C.; 
Chicago Gift Show, Feb. 7 to 14 (one week only 
in 1960), LaSalle Hotel and Palmer House; Mer- 
chandise Mart China, Glass and Gift Market, 
Feb. 7 to 19, Chicago; New York Gift Show, Feb. 
21 to 26, Hotel New Yorker and Trade Show 
Building; Allied Gift and Jewelry Show, Feb. 


(please turn to page 126) 
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FIRELIGHT. 


The perfect showcase 
for sales Is in 
October McCall’s 


This Gorham color-spread is designed to start a buying pattern 
in your silverware department! 


With this striking two-page ad in XicCall’s 
in total service editorial pages "7 magazine, the Gorham Company is setting 
‘ vou up for higher sales. Because McCall’s 





today creates a very special appetite tor bet- 
ter things...including beautiful Sterling Sil- 
ver place settings. McCall’s newly expanded 
and doubly exciting editorial pages do more to 


in home furnishings editorial pages 


in total editorial linage 
| stir this buying urge than any other medium 
in 4-color editorial linage : in America. To see how you can tie in with this 
unique showcase, please turn the pag 
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STERLING 


with a calendar 


Pin up these pages as a handy check list... 
and a lot of reasons why Gorham is the line to live with! 


Ist Seventeen, McCall’s, The New Yorker, Charm, 
Glamour, Modern Bride introduces Firelight and Secret 
Garden in colorful double pages. Move in fast... with 
Gorham’s complete store promotion material. 


Ist Starting now and until De- 
cember 3lst the famous Puritan 
Tea and Coffee Service will be 
specially priced at $275. 


Ist Full page in Vogue Maga- 
zine showing your best selling 
Gorham patterns. 


X > ) | Ist Cooperative advertising be- 
=? | gins on sterling flatware...con- 
: tinues to Dec. 19. 


Ist Promote the Modern plated Tea Set and Floral Edge 
holloware...additional 20° discount. 


Ist Full page ad in the New Yorker Magazine featur- 
ing the 638UD 8-way candelabrum. Show its versatility 
in your displays. 


15th Gorham advertises the 
Victorian Clock in the Winter 
Edition of Bride’s Magazine. 
,emember your quantity dis- 
counts and co-op allowance. 


15th An early Christmas ad to 
teen-agers in the November issue of Ingenue Magazine. 


15th Firelight and Secret Garden are advertised in col- 
orful double spread in the Winter Edition of Bride’s 
Magazine and Bride and Home. 
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16th Puritan Tea and Coffee Service sale advertising 
breaks in the Christian Science Monitor. 


20th Another exciting Christmas ad in Coed Magazine 
— their Christmas issue. 


20th November House and Garden goes on sale with 
Gorham’s full page ad on the new Centerpiece Candela- 
brum. Be sure it’s displayed. 


20th Gorham’s “fine store” Christmas ad goes on the 
stands in the November issues of House Beautiful and 
House and Garden. This ad sells you and Gorham. 


22nd Gorham’s “fine store” 
Christmas ad appears in the 
November issue of Glamour In- 
corporating Charm. 
27th Gorham’s new ad “‘Be- 
cause your sterling is you... be 
sure it’s Gorham” reaches more 
than 5 million women in the No- 
vember issue of McCall’s. 
30th The new Centerpiece Candelabrum runs in 
Christian Science Monitor. 
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Ist Have you checked your salesperson’s new pattern 
contest cards? Remind them to fill out the forms this 
week. 

Ist Gorham’s “fine store” Christmas ad in Mademoiselle. 


Ist Flambé brandy burner in Gourmet. 


Ist Full page ad reaching your big teen-age audience 
in the Seventeen Magazine. 


mre 
, ae 
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wraps up 1959 
of promotions for you 


3rd Full page ad of the 638UD 8-way candelabrum 
reaches the Harper’s audience. 


5th Show Stegor stainless flatware—in the new and ex- 

citing Waikiki pattern. And... remember to feature 

Flower Song—new Gorham plated flatware pattern. 
6th Children’s flatware in Gor- 
ham Sterling is advertised in 


7 \ 
\ = Christian Science Monitor. 
4 NX 


¥: Wonderful gift items. 


YS Yr ~\ 7th The New Yorker audience 
sees Gorham’s Centerpiece Can- 


C \ 
rN 
SJ) delabrum in a full page ad. 


10th Great Christmas items! Gorham non-tarnishing 
Gift Ware... show it, sell it. 


12th The holiday issue of Modern Bride introduces 
Firelight and Secret Garden to your brides-to-be. 


AQ 


VA | 16th The holidays are almost 

= here—are your statement enclo- 

sures out? Start promoting your 

table settings. Mix and match holloware and flatware. 

Don’t overlook the added “‘table’”’ business for Thanks- 
giving — that’s the 26th this year. 


13th The Puritan Coffee and 
Tea Service has a repeat ad in 
Christian Science Monitor — 
more business for you. 


19th The December issue of House Beautiful adver- 
tises Puritan Tea and Coffee Service. Goes on the stands 
today. 


20th Are your windows set for Christmas? Tie in with 
Dick Clark and Dave Garroway industry promotions. 
“Trim her tree with Sterling.” 


20th Christian Science Monitor carries the Gorham 
ad on the 8-way candelabra. 


20th Last 10 days to order Modern plated Tea Set and 


Floral Edge plated holloware at 20°- saving. 


21st Puritan Tea and Coffee Service is advertised in 
the New Yorker for the first time in a big full page ad. 


24th The December issue of McCall’s Magazine reaches 


the stands with another ‘fine store’’ Christmas ad by 
Gorham. 


27th Both the New Yorker Magazine and Christian 
Science Monitor help to sell Gorham’s Victorian Clock 
for you. 


Ist Gorham stimulates your Christmas sales with a 
full page ad in December Seventeen. 


Ist Gorham’s “fine store” Christmas ad in Vogue. 


5th Gorham reaches your high ticket customers in the 
Christmas issue of New Yorker 
—tells your “fine store” story. 


8th Time to make calls to your 

“special” customers. Remind 

them of your Gorham gift items 

like the new Whisk-er and 

Whisk-ette clothes brushes and 

the new Sterling Social Secre- 
tary. Mention your gift wrapping. 


14th Run a $15 and under display for impulse gift 
sales. “Last minute gifts with lasting value.” 


16th Your special price on the Puritan Tea and Coffee 
Service ends December 31st. Suggest it to your custom- 
ers—specially the men. 


25th Relax and have a 
Merry Christmas. 


orham 


STERLING 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 


@ FOR FURTHER INFORMATION ABOUT THE COMPLETE GORHAM TOTAL 
MARKETING PROGRAM, CONTACT YOUR LOCAL GORHAM SALES REPRESENTATIVE 
OR WRITE DEPARTMENT 205, THE GORHAM COMPANY, PROVIDENCE, R. I. 
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THE? FINE ENGLISH 


DINNERWARE 


Each of the hundreds of ac- 
tive Spode patterns boasts its 
own distinctive hollow-ware 
A piece for every purpose, 


Geis} a 
(Bone China) 
Pink or Blue 


wholesale distributors: COPELAND & THOMPSON, INC. 206 Friern ave., n.y. 10. N.Y 





KFRANCONIA CHINA 


(Jne of Europe s Finest 


“n ne 
ED 
ADVERTISED IN “BRIDE & HOME” WINTER 1959 EDITION 


Crisp, contemporary shapes decorated with a motif inspired by the 
grandeur of old Venice. The graceful scrollwork and fleurettes are 
in Pearl Grey, Jet Black and Platinum on pure white translucent 
porcelain banded with finest Platinum. 5-pc. Place Setting with 
10'/2" dinner plate: $12.70 Retail (slightly higher South & West). 


HERMAN C. KUPPER INC. 39 West 23rd St. N.Y. 10, N.Y. 





TABLEWARE, GLASSWARE & GIFTS 


(cont ned from 122) 


21 to 25, Hotel Adolphus, Dallas, Tex.; Denver 
Gift and Jewelry Show, March 6 to 9, Hotel Al- 
bany: Boston Gift Show, March 6 to 10, Hotel 
Statler and First Corps Cadet Armory; Phila- 
delphia Gift Show, March 20 to 23, Hotel ben- 
iamin Franklin; New York Stationery Show, 
May 15 to 20, Hotel New Yorker. 


ROQUOIS CHINA CO., which for some years has 
| issued a warranty against breakage for its 
three lines of casual china, has added a guarantee 
against chipping. The revised warranty reads 
“replaced free if it chips or breaks.”’ 


OHN MILLER, for some vears glassware buyer 
J at B. Altman & Co., New York, has resigned 
to join the Horace C. Gray Co., 225 Fifth Ave. 
Mr. Miller and Charles H. Phillips of the Gray 
Co. have formed a new company, Phillips-Miller, 
Inc., which will import European stemware and 


accessories. The Gray concern will represent tne 


new firm in this country. 


J. Robert S. Conybeare 


J ROBERT S. CONYBEARE, general sales manave! 
e of Lenox Plastics, Inc.. dinnerware manu- 
tfacturers of St. Louis and Puerto Rico. has been 


made vice president in charge of sales. Announce. 
ment of the change was made by Carl! J. Kjorlien, 
executive vice president, who also made known 
that Paul V. McConnell has been named eastern 
sales manager. Mr. McConnell was with the par 
ent company, Lenox, Inc., prior to his association 
with Lenox Plastics. 


ILLARD-NORMAN CoO. of Cincinnati, importers 
M of Denby Stoneware dinnerware from En- 
gland, has inaugurated a complete guarantee of 
the ware against all breakage for one vear from 
the date of purchase. A minimum service for 
four must be bought to receive such a warranty. 
This move, intended to emphasize the durability 
of the ware, replaces the former two-year oven 
breakage guarantee. i om | 





EKBELINCG & REUSS CO... 
Pre-Sells Your Customers These Fine Dinnerware and 


Stemwa Patterns with Full-Page Consumer Advertisements 


} "7 } 23 wacadD 
“Duchess Dd) Lu y 


. Golden Laure} 


ber issue. 


“Duchess” “Golden Laurel” 
by Tuscan. Grey leaves with hand by Furstenberg. A laurel motif in rich 
enameled pink rose buds on fine translucent bone china. coin gold on white, translucent, exquisite porcelain. Cup is 
Platinum trim. Five piece place setting, $18.00, Retail. Also in gracefully footed and tastefully highlighted in gold. Five piece 
coin gold as “Princess,” at $26.00 per five piece place setting. place setting, $16.00, Retail. 


“London” Stemware by Kosta. Goblet, $6.50, Retail. “Kristina” Stemware by Kosta. Goblet, $2.25, Retail. 
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“Newport” by Jaeger. “Nanette” by Schumann. 
Clear, white ond translucent in the popular Dove grey roses and genuine platinum 
swirl shape, with grey motif enriched by genuine platinum. The highlights. Nanette is designed to harmonize with any color 
pedestaled cup has rich platinum-topped handle. Five piece scheme and has a fashionably scalloped silhouette. Five piece 
place setting, $12.00, Retail. place setting, $7.00 Retail. 


“Tiara” Stemware by Kosta. Goblet, $2.50, Retail. “Bernadette” Stemware by Kosta. Goblet, $1.25, Retail. 
EBELING & REUSS CO. Main Office: 5th & Locust Streets, Philadelphia, Pa. 





a product 
that 
incites buyer action 


Eureka Silver Chests! 

Designed for beauty, crafted 
for durability 
Eureka Jewelry Chests. 


T ll 4 is In A MANUFACTURING CO., INC. 


TAUNTON, MASSACHUSETTS * SINCE 1926 


. aS are 


Write Today For Free 
Descriptive Booklets 


&* 
WATCH STONES CO. LTD. 
Manufacturers of jewel-bearings for watches, 
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SELL THE “PRECIOUS” IDEA IN STERLING 


(continued from page 111) 


Some will not have made their selection and 
your offer to help will be most appreciated. When 
the bride calls at your store (and the one who 
phones the bride-to-be should try to make an ap- 
pointment for the call) you will have a perfect 
opportunity to sell her on sterling silver, as well 
as the many other items you offer that would 
interest a bride. But make your phone to the 
bride-to-be a helpful call. Serve her best interests. 
Be specific. Remember she will be telling her 
friends that she is registered at your store. What 
better advertising can you get? She practically 
tells her friends to buy from you! 


What to Say 

Remember the bride-to-be will be deluged with 
advertising, direct mail, phone contacts and other 
offers from many other facilities. Be sure that 
you stress the value of her visit to your store to 
register her selections. Here are a few: 

“Your friends will be in to inquire about your 
selections.” 

“We can help avoid duplication and assure you 
that you will receive the most wanted gifts.”’ 

“We can offer you an exchange service if gifts 
are duplicated.”’ 

“Register with us even though you have regis- 
tered elsewhere. Many of your friends buy here.” 

And consider the mother of the bride-to-be as 
a prospect for a phone call. Remember the young 
bride is in the most emotional state of her life, to 
date, and may find it difficult to settle down long 
enough to appreciate the importance of some of 
the suggestions you make. The mother has been 
through all the excitement of a wedding and may 
very well be more practical at this time. She 
knows and recognizes the value of your name and 
service through years of experience. She will not 
be deluged with contacts as will the daughter. 
She will be flattered to be noticed and considered. 
Remind her of all the her 
daughter and suggest that she bring the young 
bride in to select and register her patterns. 

Then you can phone the husband-to-be. He will 
have the ushers’ gifts to buy and perhaps the 
rings haven’t been purchased as yet. Tell him 
that he can avoid the pitfalls and heartaches of 
forgetting birthdays and anniversaries if he will 
register them with you for a reminder before 
they occur. 


Ways you Can serve 


“It’s Her Birthday Soon” 

There is another telephone technique that can 
be used profitably. Undoubtedly you have records 
of your customer’s sterling purchases. If you do, 
when the special occasion comes up—the wedding 
anniversary, the birthday, Mothers’ Day, Christ- 





mas, and many others—phone the customer and 
suggest filling in on her sterling pattern. Most of 
them will appreciate the suggestion and many 
will respond with an order. This approach is par- 
ticularly valuable with the husbands and fathers 
who never know what to give, and who eagerly 
respond to the helpful suggestions of a gift of 
sterling silver in the wife’s or mother’s patterns. 

In all your selling efforts, concentrate on the 
precious idea. Sterling is precious. It is not made 
from a base or inferior metal. It is a precious 
metal and each piece is designed and crafted with 
loving care to provide an outlet for the emotional! 
wants of your women customers. Treat it in all 
your selling efforts as the precious product it is. 

Lay stress on the prestige of owning sterling. 
All women respond to the things and conditions 
that speak of prestige in her home, her most im- 
portant world. Stress the beauty of sterling on 
the table and in the hand. Tel! and show the cus- 
tomer how sterling reflects her personality in the 
table she sets for her family and friends. 

Point out that the preciousness of sterling gives 
a pride of ownership that no other product in her 
home can duplicate, for it is associated with the 
center of her home, her dining table. 

Stress the heirloom aspects of sterling. It lasts 
a lifetime and becomes a valued heirloom for the 
children and the children’s children. 

Show how this precious product is in reality 
truly inexpensive. Sterling lasts a lifetime. The 
washing machine may last as long as seven years; 
the furniture wears out and is replaced several 
times; the car is obsolete almost every year; but 
sterling lasts a lifetime, and one purchase is all 
she must make. How truly inexpensive it is! Re- 
cently we figured that a full set of sterling silver 
—the most precious product on the tahle—costs 
less than S5¢ a wee k. whe iL the cost is Spre ad ove r 
the life of the owner. Talk about the thrill of col- 
lecting sterling by adding a piece or a place set- 
ting at a time. Soon a full set will be in use 

Underlying all your selling efforts should be 
a strong representation of the value of sterling 
silver in providing an atmosphere of gracious 
living in the home. Sterling on the table draws the 
family closer together, and tends to contribute 
to the cultural development of family and children 
for it is a precious commodity and lifts all who 
assoclate with it—out of the dungaree and Ber- 
muda shorts atmosphere and into an atmosphere 
of warm, happy gracious living. 

Yes, the telephone and “the precious idea in 
sterling silver’ combine in offering you outstand- 
ing opportunities to increase your sales and prof- 
its through your direct selling efforts. 

Consider carefully all three areas we have dis- 
cussed: Advertising, display and personal selling. 
No one can build sales and profits alone. _  @ 








RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


By Manny 
Silverman 


6 Sales Already Booked 
3 To Go! 


JUST THREE OPENINGS LEFT 
FOR CHRISTMAS SALES 


If you are desirous of selling your store, or going 
out of business, do not delay, act now, call us for 
a free complete analysis. 
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beat the highest offer, 
PLUS give you fifty percent of all profits. 


2. We will conduct your sale on a straight com- 
mission basis. You guarantee us nothing. 


|. We will either meet or 


3. We will conduct your sale at our expense on a 
commission basis. 


. We will buy your store outright and pay you cash 
on the spot. 
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If you delay it will probably cost us both money. 
Remember our analysis is free to you. 


ACT NOW, give us the opportunity to prove that 
we can do for you, what we have done for over 


|,000 jewelers. 
WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE 
NEW YORK 36, NEW YORK 


Telephone: PLaza 7-4692-3 


























STORE FRONTS THAT SELL 


(continued from page 75) 


P Specially-Designed oer al Ag 7 ak 

\ wh : not invite the customer inside. It is possible, 

4 * P NUN'’S WATCH though, to combine the picture type window with 
' Tip eens spacious, open windows and full-height, clear 

4 glass doors. This opens the interior of the store 


— 4 Va to the customer’s view and makes her feel she’s 
RACINE y. < > in the store while she’s still outdoors. (In a late. 
y ge article, we will describe how to dramatize smal! 

items by effective display techniques. ) 
Foremost uw 7 f/ Another problem of display windows is window 


. eelale Mm 


glare. Reflections and glare can make it difficult 
Selections . vo 
—sometimes nearly impossible—for the passerb) 
to see the merchandise displayed. There are se\ 


GALLET TIMERS Fine Silver Case aia | : 
eral practical ways to correct this situation. Yo 


Incabloc ... lan 
GALCO TIMERS ean install a projecting overhead canopy (louv- 
This Racine nun's watch ered or with an “eggcrate’’ effect) to cut off un- 
SECURITY TIMERS is as distinctive in de- 


cp wanted reflections: or vou can recess show win- 
sign—as if is accurate : 


GUINAND TIMERS in performance . . . 10!/3 


ligne, 17 Jewel move- 

RACINE WATCHES ment; unbreakable type 

Ng mainspring—Radium dial 

has sweep-second hand. 
CHRONOGRAPHS 

Write for catalog showing the 

Nun's watch and other spe- 


BY GALLET 


cial-purpose watches 





See; 3 RACINE «company, INC. 


Spe ? fs in f aE. T npr i. 
20 WEST 47th STREET, NEW YORK 36 


Projecting, eye-level show windows make window shopping 
comfortable (plenty of toe space). Recessed entrance 
sives narrow store front wider appearance. Glass door 
and ‘‘open’’ windows allow clear view of interior (Siegel 

Jewelry Co., Grand Rapids, Mich., designed by Allen H 
Dahme Associates, Inc.) 


dows to accomplish the same result. Also, enoug! 
light inside the window can counteract outside re- 
flected light. Sometimes, too, merchandise is dis 
plaved against a light background or lighted 
background panels to help reduce reflections. 

A more expensive, but effective, method of con 
bating glare is to use curved or slanted glass 


ee . = : ee Tite wnelion ae s em: x re . 2 OWS 
Pearls of Wisdom Chis works well with small windows or window 


set high from the ground. (In any event, win- 


ae e 22 _— , amall itemea anch aa fine iewalr 
Orienta dows that hold small items such as fine jewelry 


should be raised to bring the merchandise close} 


Cultured Pearl to the viewer.) 


The sources of lighting for both display win- 

Pendants dow and store exterior should be kept out of sight 

as much as possible. Harsh, naked light bulbs are 
distracting. 

While hidden lighting is usually desirable, 

LEYS, CHRISTIE & co.., INC. don’t overlook today s modern, well-designed aC- 


68 Cees 62.« Slow Yost cent lights, hanging lights, and lights with perfo- 


Write for our illustrated folder. 
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rated hoods. They help create special effects and 
enhance modern styling. Chandeliers and other 
lights that do not have a direct, hard glare can 
lend softness and interest to otherwise uninspir- 
ing displays. 

Store identification is your final important con- 
sideration. You can identify your store with an 
emblem, a trademark or an elaborate—or simple 
—sign. Sometimes identification can be accom- 
plished through architectural treatment. How- 
ever it is done, it must be an integral part of your 
store front design, not an after-thought. The 
store tront and the identification must work to- 
gether. You can’t achieve harmonious unity if 

are executed separately. i 


YOUR CHRISTMAS PLANNING 


( 
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(Santa Claus, snow, pine trees, 

plan to use in your displays? 

Planned counter signs so that they can be 

printed or painted in plenty of time? 

Tanned your Christmas window display pro- 
inned you! iristmas window display pro 

gram to avoid last minute decisions’? 

Determined where, in the store, feature dis- 

plavs of Christmas merchandise will be 

located ? 

Considered the possibilities of hiring a pro- 

fessional display person to add flare and flavor 

uur Christmas windows? 


ive Vou developed some suggestive selling 
aids for the new and regular sales people dur- 
ing this top volume time? 
Considered holding some form of sales contest 
to keep sales stimulated all during the Christ- 
mas selling season ? 
Established a limit on credit sales that will 
t require any authorization? 
Determined some last minute fill-ins of staple 
merchandise you can feature? 
Studied the ads in JC-K to learn which items 
are newest and most promising Christmas 
sellers? 
Christmas Bonus 
Have you determined the basis for calculating 
vour Christmas bonus? (Length of service, 
sales volume, percentage of earnings, etc.) 
Decided whether to give your Christmas bonus 
early or just before Christmas? In cash or 
as special Yuletide checks? 
Determined who will qualify for your Christ- 
mas bonus? hy Jack E. Bedford 


TARNISH-PROOF 
SILVER STORAGE ITEMS 


.00 
21 RETAIL 


Don't forget t 


with Pacific 4:95 
SILVER CLOTH RETAIL 


hat Gorham. the 


best known name in Sterling, offers the 


most 


TARNISH 


SEND FOR FREE 


complete line of 


-PROOF SILVER CHESTS 
& DRAWER PADS 
BAGS AND ROLLS 
IN BOTH PACIFIC 


SILVER STORAGE CLOTH & FLANNEL 


CATALOG 


Available to All Jewelers 


crham COMPANY 
PROVIDENCE 7, R. I. 


SILVERSMITHS SINCE 163! 
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GEM IRRADIATION LABORATORIES 


580 Fifth Avenue 


incorporated 


New York 36, N. Y. 











ORIGINAL 


PAT. Soa 


OF YOUR 
8 O% CUSTOMERS 
HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME x2’, 


® NATIONALLY ADVERTISED @ PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding 
create extra repair jobs.) 

$4.00 


AVAILABLE AT YOUR JOBBERS OR WRITE 
BEATTY MFG. CO., 7424 Santa Monica Bivd.., Hollywood 46, Calif. KEYSTONE 














Brierayi 


THE ANNUAL CHICAGO JEWELRY SHOW WILL BECOME A REGIONAL SHOW IN 1960, Says its 
Sponsor, the Retail Jewelers of America, Inc. New name will be Midwest 
Jewelry Convention and Trade Show. The 1960 dates and location were dis- 
cussed at an RJA executive and trade show committee meeting Sept. 25, should 
be announced shortly. 


PARCEL POST USERS WILL MAKE A LAST=}{DITCH EFFORT THIS MONTH to block hikes averaging 
17 per cent in fourth class mail rates. An Interstate Commerce Commissioner 
has already approved the boosts; ICC will hold final hearings early this 
month, will hear arguments, will pass or reject the rates soon after that. 
Fourth class mail iS required by law to pay itsS own way. Post Office says 
it now loses $100 million a year on fourth class, contends new rates would 
bring in $88 million to offset that. 


MEANWHILE, ICC APPROVED HIGHER RAILWAY EXPRESS RATES, which went into effect 
sept. 1. Rates are 35 cents higher per 100 pounds for shipments moving in 
the Eastern or Mountain Pacific areas, 25 cents higher per 100 pounds in 

all other areas and between all areas. These will cost Shippers an extr 
$16 million a year. 





‘ 


A REAL POSSIBILITY FOR A NATIONAL SALES TAX presents itself in the person of new 
secretary of Commerce Frederick H. Mueller. Secretary Mueller much prefers 
a national sales tax to the present hodge-podge of excises, in fact favors 
outright repeal of excises if possible. "Why tax some manufacturers and 
not others?" Mr. Mueller asks. Appliances and jewelry bear an excise, but 
furniture does not, he points out. "Are baby lotions and women's purses 
‘luxuries'?" he asks. Internal Revenue Service Says they are, but evening 
dresses and highball glasses are not. 


THERE ARE MIXED REACTIONS TO THE NATIONAL SALES TAX PRINCIPLE. Unions 

oppose it. Manufacturers take a "uniform-tax-or-nothing" position. Retailers 
are split, but generally oppose a tax at the manufacturing level, since 
this, they say, would boost costs all along the distribution line, and 

would hit them hardest. 





CONSUMERS ARE PUTTING MORE ON THE CUFF THAN EVER BEFORE. Federal Reserve System 
reports consumers added a hefty $639 million to their total installment 
debt during July, which leaves them owing $36.4 billion, $35.5 billion more 
than a year ago. And as of Aug. 1, consumers owed $47.2 billion in non-in- 
Stallment debt (30-day charges, service credit, single-payment loans), $4.3 
billion higher than a year ago. Largest part of all the new credit was 
given by department stores. Retailers were third biggest source, behind 
commercial banks. Prime interest rates have climbed as a result to near- 
record highs. 


SOME 55,461 CARATS OF U. S.-HELD DIAMONDS MAY BE SOLD by the government shortly. 
The House has passed a resolution authorizing disposal of the gems, most 
of them rough cuttables (8412 carats are cut and polished). Resolution is 
now pending in the Senate. Diamond Manufacturers & Importers Association o 
America has offered to assist Washinston in the sale. 
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WATCHMAKER PETER GLUCKMANN, SAN FRANCISCO'S WORLD-FAMOUS PILOT (JC-K, June 1959 
flew in from Honolulu late last month in his single-engine plane to com- 
plete an around-the-world flight in 29 days, 6 hours, several minutes. 
It is the first such small-plane journey ever recognized officially by 
international authorities. 





FAMOUS for VALUE on 


RYSLER MelAMWeNPAZNreiTss 


in 14K white gold 


with CRYSLER or 
NAME BRAND MOVEMENTS 


fw DIAMOND WATCH CASES 


To Fit Name Brand Movements 
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LOOSE AND MOUNTED DIAMONDS 
—-— @-.-- 
7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN’S 
WATCHES 
THINNEST WATERPROOFS 

& AUTOMATICS 
—— @ --— 

A BETTER QUALITY 

Outstanding Selection of Diamond Watches 1-JEWEL PIN LEVER 


from 2 to 200 stones Promotional line in Ladies’ novelty & fashion styles 
Available to Rated Jewelers on 3 Day Memo Men's extra thin watches & alarm clocks 
State Price Range Desired 
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CONGRESS HAS EASED THE BURDEN OF MULTIPLE TAXATION ON FIRMS which make sales in 
more than one state. Legislation passed last month provides that a firm 
cannot be taxed in a state in which it sells unless it maintains an office, 
branch or warehouse there. And a firm's use of an independent broker or 
Salesman who works for more than one company does not subject it to multi- 
State legislation. 


THE MEASURE REVERSES THREE U. S. SUPREME COURT DECISIONS earlier this year 
which gave states right to tax non-resident firms for sales made within 
their boundaries on any "fair" basis. Businessmen complained that widely 
variant state systems for assesSing taxes often subjected the same income 
to two or even more taxes. 





‘Ss a lll THE SECOND LARGEST DIAMOND gence in the worlc, 
\ ficials. 
ooaherd 5,550,000 carats, second aes to the Belgian 


HAVEN WATCH & CLOCK CO. HAS REJUGGLED ITS MANAGEMENT. Dr. Max A. Geller anc 
David Leibowitt, who were members of the group of investors that reorgan- 
ized the bankrupt firm in 1957, have been replaced as board chairman and 
president respectively by one man, William L. Pfeiffer. Pfeiffer, who be- 

came a New Haven director last May, is president of an organ firm. Other 
new officers: Harold B. Saftler, executive vice-president; Herbert 
Steiglitz, vice-president manufacturing. 


HAMILTON HAS SECURED OPTIONS ON MOST OF WALLACE SILVERSMITHS' STOCK, according 
watch-firm president Arthur B. Sinkler. He Said Hamilton will decide whe 
or not to exercise the options (cost $7 million) after an audit. Option 
expire at the end of October. Wallace has annual sales of some $16 nillion. 
Sinkler said Hamilton is also considering several other potential purchases. 
Hamilton is "scrambling to fill orders" on its watches, estimates third 
guarter sales will be 20 per cent ahead of last year's 


EWELRY STORES, INC., EARNINGS JUMPED 37 PER CENT during the fiscal year 
June 30, 1959, above fiscal '58 earnings. Net sales for the 12 months 
$24,364,643, a slight increase over fiscal 1958 Sales. Kay had 103 
in operation at the end of the fiscal year will open 16 additional 
in the fall of 1959, 2 more after Feb. 1, 1960. Biggest recent purc! 
was oe one last year of 14-store Shoshone Jewelry, which operates 
Oklahoma and Texas. 


POINT BEFORE MARRIAGE DO BRIDES-TO-BE ACQUIRE MOST OF THEIR HOME NEEDS‘ 
This is the big question asked in a detailed study recently completed by 
Modern Bride magazine. The definitive answer: an intense acquiring of 

items during the three months just before the wedding and during the period 
Shortly after the wedding. Survey breaks down time-of-purchase for dozens 
of items. Two trends of interest to jewelers (a more complete analysis of 
the survey will be made by JC-K in a later issue). 





FINE CHINA--In the period more than three months before the wedding, only 
40 per cent of brides-to-be have actually acquired fine china, with 39 

per cent expecting to get it. By the time they are married, however, 65 

per cent have acquired fine china. Thus in the three months before the 
marriage, the real buying Spree has occurred. Survey also shows that 77 

per cent of all brides-to-be specified to their mothers, fathers, relatives 
and friends that they wanted fine china; this ranks fine china on a 

par with furniture, as a specific Suggestion to gift-givers. 


STERLING SILVER--Up to the three months before the wedding, just 41 per 
cent of brides-to-be had their sterling. At the time of the wedding, 52 
percent had it. And sterling is specified as a gift suggestion by 84 per 
cent of all brides-to-be; this is second only to the clothes dryer in 
brides’ wants. 
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most valued 
asset... 


A customer may forget the bargain price 
paid for a watch—but will never forget or 
forgive the jeweler who sold him a watch 
that did not fulfill its promises. 


Zodiac promises the jeweler— 
Superbly designed prestige * watches for 
- men and women with “room to breathe” 
profit markup. Sold only through exclu- 
sively franchised jewelers with full profit 
protection. Pre-shipment testing and tim- 
ing. Nationally advertised the year ‘round. 
Complete dealer aid kits. Retail price 
line from $49.75 to $2500.00 (Fed. Tax 
Included ) 


Zodiac promises the customer— 


A superbly designed precision watch with 
an “honest-to-goodness one year guaran- 
tee. A selection from the most complete 
automatic watch line available. A watch 
that will serve truthfully under most trying , 


For exclusive 
conditions and over a long span of years. 


tranchise information 


and catalogue, write: 


name 


15 West 44th Street, New York 36, N. Y. 


Federal Railways 
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MODEL 333 


fo} 
tape recorder line! Thev've got stereo — both record 
and playback, they’ve got clean, clear high fidelity, 
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BUILT-IN EASY SELL 
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TELECTRO has it... 


MODEL 400 MODEL 1975 MODEL 198 MODEL 360 MODEL 333 


Or evel 
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$119.95. 75,600 in use "$99.95. pushd. 
$219.95. 

nate in stere % Plus a complete line of matched speakers and amplifier-speaker: MODEL 359 
< $289.95 for balanced high-fidelity stereo sound ik Me 
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333 $164.95 


Products of Telectrosonic Corporation, 35-18 — 37th Street, Long Island City, N. Y., RA 1-2200 
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Pre-Made Bows... 


and Machine-Made Bows 


CHICAGO PRINTED STRING CO. 
STORE USE DIVISION 
2300 Logan Boulevard, Chicago 47, Illinois 
New Jersey, 801 Bloomfield Ave 
California, 815 W. Market Street 
Mfd. in Canada Dy 


Ribbon Fabrics. Inc.. Montreal 14. Qi 


Clifton 


 Saiinas, 
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A gift-wrap program pre-made for you... ~% 





Us 


- 
A 
Pre-Made Jewel Bows 
Choice of beautiful 334 and 2% in. 
star-shaped bows made of lustrous 
Satintone. 


wi 
3 
2 


PRE-MADE HOLIDAY 


Pre-Made Blossom Bows 
Perky 21/2 in. curled bows fashioned 
of crimped Satintone. 


; 
j 


Or... you can machine-make your own bows! i 


It’s easy—and you get a perfect bow every time! 


ee, 
x. 


SATINTONE’ POMPOM BOW MACHINE 


Makes up to 120 perfect pompom Pre-Made Swirl Bows 


bows per hour — quick and easy. Magnificent 5-in. swirly pin-whee! 
. ; f 1/4, /" or 
No wasted materials, no special - done ta ashioned of 144” rayon 


skill required. Absolutely safe — 
no exposed cutting edges. Takes 
V2, %, and 1% in. Satintone. 


ony $3750 


with purchase of 48 bolts of 12 in. 
and/or % in. and/or 1% in. Satin- 


tone. + : 
Adapter for making multi-color e* 1 He 


pompom bows . . . 
$350 Pre-Made Clip-on Bows 


Merely pinch this 5-in. bow onto 
banding ribbon of package. Nothing 
simpler. 


There's a TIE-TIE Store Gift Wrapping Program ideally suited for your needs 
... Matching papers and Satintone gift ties . . . perfect “Crowning Glory” 
bows! All pre-made bows are designed to match TIE-TIE’s exclusive paper 
designs in counter rolls and flat sheets. 


enn omreraETllCUrTThllCUrTClCU ECLTCUlCU TC TlC ECC CO — 
Pull-Out Pompom Bows 
CHICAGO PRINTED STRING CO. Pull-out hanks, come flat, and 


0 Logan Bivd., Chicago 47, Ill. simply pull out to form a 3, 4 or 
ote ? ‘ _ 5 in. lustrous billowy bow. 


At no cost or obligation to us, please send additional 
information on: 


Tie-Tie Pre-Made Bows 

Tie-Tie Paper Designs 

Tie-Tie Satintone Bow Machine 
Have your representative visit us 


Name 
Store 
Address 


Zone State 
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Swiss move quality watch contest into 
high gear, ready massive ad schedule 


“The six weeks between Oct. 1 
and Nov. 1 could have a deciding 
influence on the future of the 
jeweler’s watch Which 
way will you —and your store- 
have swung the balance?” 


business. 


This is the challenge being issued 
by the Watchmakers of Switzerland 
to the jewelers of the U.S., as its 
vast promotion gets underway, 
hopefully to show watch customers 
once and for all the difference be- 
tween a quality and a _ bargain 
watch. 

Big event of the six weeks is the 
“Swiss Vacation” contest for con- 
sumers. Contest requires that cus- 
tomers come into a jewelry store, 
‘see the quality difference” between 
a jeweled lever watch and a pin 
lever, then tell on an official entry 
blank what this difference means. 
Customer need buy nothing. Prizes 
are intriguing: a three-week, all- 
expense paid vacation for two in 
Switzerland; three two-week Swiss 
vacations; $1000 mink stoles; im- 
ported movie cameras; specially- 
made quality watches; 400 lesser 
prizes. And the jeweler who sup- 
plies the winning consumer entry 
blank also gets the Swiss trip. 

Complete merchandising kits for 
the contest have already been 
mailed to 30,000 quality-watch re- 
tailers. They contain entry blanks, 
window streamers, counter cards, 
full instructions, decals, tie-in 
newspaper advertising mats. Coun- 
ter cards show actual blown-up 
photos of the open backs of a 
quality and a bargain watch. Copy 
invites customer to see the dif- 


ference. 
The Ad Schedule 
The Swiss have chosen an im- 


posing lineup of communications 
media to get their story to the 
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public. Here’s how it breaks down: 

MAGAZINES: The October is- 
sues of Life and Saturday Evening 
Post will have full-page black-and- 
white ads announcing the contest 
and telling the quality difference 
story (Oct. 5 and Oct. 24 issues, 
respectively). The November 23rd 
and 24th issues of Life and Look 
respectively will again point up the 
quality difference theme. 

Full pages black-and-white in the 
December issues of Vogue, Esquire, 
Charm, and Seventeen will promote 
watches as a suitable Christmas 
gift, emphasizing quality and style. 

NEWSPAPERS: The same fac- 
tual story about watch quality will 
be told to 15 million major-market 


newspaper readers in three-quarter 


page newspaper ads, first on Oct. 6, 
later on Dec. 2. The other quarter 
page of space has been reserved 


Prizes in “Swiss Vacation” contest 


in the balance. a business 


for local jewelers’ tie-in ads. 

RADIO: A saturation network 
radio spot schedule between Oct. 7 
and Oct. 24 will direct consumers 
to the local jewelry store to par- 
ticipate in the vacation contest. An- 
nouncements will run through a 
network of 180 radio stations coast- 
to-coast. 

TELEVISION: On Sunday 
night, Nov. 29, at 8 EST, the 
Watchmakers of Switzerland will 
sponsor an _ hour-long television 
musical spectacular. Show will be 
a television “first” in that it will 
be the premiere Awards Program, 
a new series by the National As- 
sociation of Recording Arts and 
Sciences. 


What Is Quality? 


One of the most interesting parts 
of the promotion—and one which 


ean help jewelers greatly—is the 
quality pamphlet contained in the 


merchandising kit. Pamphlet, in- 
tended as a handout to customers, 
lists 10 points on what to look for 
to insure good value for money 
spent on a watch. 

Here are some of the points the 
pamphlet makes: “The good watch 
is good all the way through. It’s 
made of top-quality metals, with 
special alloys to insure accuracy no 
matter what the extremes of tem- 
perature, etc. Metals in cheap 
watches are chosen mainly to keep 
cost of manufacture down, can 
wear out quickly.” 

“Every moving part of a good 
watch is polished to a fine, smooth 
finish. All burrs and rough spots 
are polished out. Friction is thus 
practically eliminated. Movement 
of the cheap watch is rough. That’s 
because it has not been polished. 
Burrs and rough spots ... rub 
against each other, causing the 
watch to run erratically and wear 
out quickly.” 

“Jewels are placed at the heart 
of the movement of a good watch. 
They guard against wear and pro- 
tect the parts that do the most 
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work. The cheap watch never has 
jewels where they’re needed most. 
The ‘tick’ of a cheap watch is 
caused by metal hitting metal.”’ 

“The good watch is tested every 
step of the way during manufac- 
ture. Then the whole movement is 
precision timed. Nothing like this 
is done for the bargain watch.” 

“Movement of a quality watch 
fits snugly into its case. It will 
never get loose. Bargain watches 
look good from the outside, but in- 
side their movements are not pre- 
cision fitted to their cases. In time 
they can rattle, jarring the moving 
parts.” 

“Features such as_ shockproof, 
waterproof and anti-magnetic are 
fine. But their purpose is to protect 
a movement. If the movement is 
a cheap one, these features are not 
helping your watch tell the right 
time.” 

“The quality watch will keep its 


good looks for years. The cheap 
watch’s case is of inferior metal, 
can wear rapidly and scratch easily. 

“A good watch is built to last. It 
will frequently outlast 4, 5 or 6 
bargain watches.” 

“A good watch is the ideal gift, 
because it is made to last. The big 
difference is on the inside.”’ 


S. Ralph Lazrus dies; 
was Benrus co-founder 


S. Ralph Lazrus, 61, a _ Co- 
founder with brothers Oscar and 
Benjamin of Benrus Watch Co., 
and its president since May, 1959, 
died Sept. 4 in New York. 
Lazrus had from the firm’s be- 
ginning in 1919 at 1 Beekman 
Place, New York, been in charge 
of marketing, merchandising and 
sales, had served for many years 
as treasurer. He became presi- 


Pacific show beats 58 sales, attendance 
marks; California RJA elects Kern chief 


Although the second Pacific Jew- 
elry Show ran for only three days 

Aug. 30-Sept. 1—in Los Angeles, 
registration substantially exceeded 
that of the four-day first show 
initiated last year. 

Exhibitors reported excellent re- 
sults. Jewelers present were from 
throughout the 11 western states, 
there for the Christmas shopping 
trip they could not make to New 
York Chicago. Show, held in 
the Statler Hotel in Los Angeles, 
was sponsored jointly by the Retail 
Jewelers of America and by the 
California Retail Jewelers Associa- 
tion. 

California RJA, in town for its 
26th annual convention, elected 
Richard M. Kern of Santa Barbara 
1959-1960 president. Other officers- 
elect: Alan F. Hauck of Anaheim, 
first vice-president; Isadore Meyer 
of Vallejo, second vice-president; 
Martin R. Thomas of Pomona, 
treasurer; Collette Harrison of 
Whittier, executive secretary. 

Most important decision made 
by the Californians at the conven- 
tion was the approval for a two- 
day convention in the northern 
part of the state. The 1960 north- 


ern convention, under consideration 
for some time, will be held some- 
where in the San Francisco-Oak- 
land-Berkeley area, probably in 
February. One major social event 
will be held there each year. 

New President Kern  recom- 
mended that in order to correlate 
election of officers with billing 
dates, etc., officers henceforth be 
nominated at the Pacific show, with 
mailing of ballots to all association 
members. Officers would then be 
installed, probably at the new 
northern show. Kern also recom- 
mended formation of a budget com- 
mittee, which has been appointed. 

Association also approved the 
plan for a Quarterly Bulletin for 
mailing to members. Bulletin will 
be prepared by Mrs. Harrison, with 
articles by committee chairmen on 
trade show, advertising, and survey 
committee plans. Issues will each 
be sponsored by a jobber, whole- 
saler or supplier. 

The convention and show com- 
mittee announced that the third 
Pacific show will be held in Los 
Angeles Aug. 28-30, 1960. Hotel 
will be chosen after a poll of ex- 
hibitor preferences. 


S. Ralph Lazrus 


3enjamin re- 
work in 


dent when brother 
tired to philanthropic 
May. 

Lazrus himself was a_ noted 
philanthropist, was a_ pioneer 
fund-raiser for the Albert Ein- 
stein Foundation, which had been 
set up to gather $15 million to 
establish Brandeis University. 
Lazrus was a personal friend of 
Dr. Einstein’s, often jokingly told 
of the difficulties Einstein had in 
trying to make him understand 
the Theory of Relativity. “But it’s 
so simple,” Einstein would always 
sigh in frustration. 

Other Lazrus philanthropic in- 
terests included United Jewish 
Appeal, Chicago Medical School, 
Brooklyn Jewish Hospital, Fed- 
eration of Jewish Philanthropies 
of New York. 

Lazrus served five terms as 
president of the American Watch 
Association. He was also a mem- 
ber of the committee on foreign 
affairs of the advisory council of 
the Democratic National Commit- 
tee. 

Surviving, in addition to his 
two brothers, are his widow, two 
daughters, his mother and three 
grandchildren. 


United Jewelry Show 
expects 1000 buyers 


Managers of the 16th semi- 
annual United Jewelry Show in 
Providence, R. I., are making plans 
to accommodate some 1000 whole- 
salers from the U. S., Canada, and 
myriad foreign countries Nov. 7-15 
at the Sheraton-Biltmore Hotel. 

Show will be held on the five 
regular selling floors of the Hotel. 
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The Gordon’s chain as it is today 


planned growing pains 


Gordon's alms at 100 stores by 1962 
coast to coast, with “planned progress” 


reading this 
66-odd 


branch stores of Gordon’s Quality 


If, as you start 
news story, one of the 
Jewelers sells a diamond ring, then 
before you finish reading, another 
Gordon diamond ring sale will have 
been made. 

That the Houston-based 
jewelry chain sells a diamond ring 
might seem 


credit 
every two minutes 
laurel enough for it to rest upon. 
Yet by 1962 the firm plans to drape 
itself around the entire bottom half 
of the U. S., 100 stores strong, with 


Tatee PA 


ig le 
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GORDON’S MANAGEMENT: Seated, 
Board Chairman M. M. Gordon; Vice-President A. S. Gordon. 
from left: Supervisors I. L. Imburgia, J. Fisher, J. Cohen, V. P. Clarence, 
M. Brier, P. Smolensky; President Harry B. Gordon, 
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diamond sales that will make pres- 
ent ones seem anemic. 

To do this, Gordon’s will make 
use of what it calls “planned prog- 
tough - minded, eyes - open 
studies of potential store areas, a 
continuous search for top mana- 
gerial talent, complete manager 
training programs, modern mer- 
chandising and pricing practices. 

More than 35 men are on the 
Gordons top management team. 
Many have come through the stores 


ress’ 


as salesmen, have worked their way 


from left: Secretary I. L. Miller; 


Standing, 


up as supervisors and district man- 
agers. Others are specialists, in ac- 
counting, advertising, display, ex- 
pansion, merchandising, personnel. 

Chairman of the board is M. M. 
Gordon, who founded the business 
with one store in Houston in 1905. 
President is Harry B. Gordon; 
vice-president is Aron S. 
Firm now has more than 700 em- 
ployees, plans to add many. Gor- 
don’s diamond rings have been sold 
to more than 500,000 brides-to-be 
in Florida, Louisiana, Arkansas, 
Alabama, Tennessee, Mississippi 
and Texas. Some 75,000 watches, 
including Austin 
line, are sold each year. 

Only Zale Jewelry Co., based in 
Dallas, and Kay Jewelry Stores, 
Inc., in Washington, D. C., now 
exceed Gordon’s in planned num- 
ber of stores and annual volume 
of business. 


Gordon. 


Gordon’s own 


éé -- a 
U. S. “‘crown jewel”’ idea 
picks up more backers 
Washington’s circuit is 
beginning to talk up creation of a 
“crown-jewel” collection for use by 
the wives of presidents and vice- 


social 


presidents. 

The idea is that jewelers and 
private gem and jewelry holders 
would contribute to the collection 
of outstanding and wearable jewels 
and jewelry. 

The crown jewel plan got its first 
real sendoff when New York Jewel 
Merchant Harry Winston donated 
the Hope diamond to the Smith- 
sonian Institution this spring. This 
could be a nucleus of a crown jewel 
collection for use by the country’s 
first ladies, 

The collection would be of “‘jew- 
elry works of art,” would be kept 
on public display at the Smithson- 
ian, as the Hope now is. But they 
would be available for first ladies 
for state dinners, the inaugural 
ball, other official affairs. 

Sponsors of the plan contend 
leading jewelers would be happy to 
contribute their skills to the collec- 
tions. Private persons would find 
the honor of contributing to the 
collection enough inducement to 
donate. 

Dr. Leonard Carmichael, secre- 
tary of the Smithsonian, has been 
receptive to the plan. 





PEACHY PUBLICITY: Troxwell 
Jewelry in Brigham City, Utah, capi- 
talized on free newspaper, radio and 
TV coverage of the recent ‘“Peachiest 
Peach” bathing suit contest by spon- 
soring one of the contestants, Brenda 
Peterson, above. Miss Peterson was 
one of the leaders in the final coro- 
nation procession. 
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TIME, THEN TIDE: Blonde Virginia Pailes, 21-year-old “Miss Washington” 
beauty, receives a watch from Charles Schwartz of Chas. Schwartz & Sons 
Jewelers in Washington, D. C., (also Silver Spring, Md.) on the eve of her 
departure for the Miss America Pageant in Atlantic City, N. J., Sept. 7-12. 
Sam Schwartz, right, awards a “Miss America” Bulova watch to Mattie 
Granger, runnerup “Miss Washington.” 


WORLD’S SMALLEST CRYSTAL 
CLOCK: This 15-transistor crystal 
clock, powered by a solar cell, which 
can be used wherever absolute time is 
necessary, won a certificate of ex- 
cellence for Patek Philippe in an in- 
ternational contest sponsored by Mini- 
ature Precision Bearings, Inc., New 
Hampshire firm. The annual compe- 
tition recognizes advances in the art 
and science of miniaturization. 
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FOR THE REVERED, REVERE: Poole Silver Co. presented 100 sterling Paul 
Revere pitchers to the former greats of the New York Yankees baseball team 
on Old Timers Day Aug. 8 in Yankee Stadium. Surprise guests included Roy 
Campanella, former ace Brooklyn Dodgers catcher, in wheelchair, who was 
critically injured in a 1957 car accident, and former President Herbert Hoover. 
both of whom received Poole pitchers. 
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NEW FACE: If you'll look closely, 


WORLD'S LARGEST INDOOR 
CLOCK: Vice-President F. E. Troy of 
General Time Corp. throws the acti- 
vating switch to start the giant new 
Westclox Big Ben clock installed in 
New York’s Grand Central Terminal. 
Giving signal is Terminal Manager 
S. T. Keily; Westclox Marketing 
Manager H. T. Millikin assists. Two- 
faced clock is 15 feet in diameter, has 
7 foot, 5 inch minute hands, 4 foot, 9 
inch hour hands, is a replica of West- 
clox’s consumer Big Ben clock 38 
times enlarged. It weighs 1500 pounds, 
will be seen by 12 million persons 
monthly. 


wn i 


eat 


PRETTILY PLATINUM: New York 
model wears a platinum ring of pear- 
shaped diamonds during a special ex- 
hibit at the booth of the Baker Setting 
Division of Englehard Industries dur- 
ing the RJA convention and trade 
show in August in New York. Ring, 
clip and locket were designed by Sam 
I. Gewirtz, one of 11 manufacturer- 
designers who participated. 





you'll notice that Admark, Philadel- 
phia jewelry manufacturer, has put 
a new girl behind its scarabs. Ad- 
mark says the new beauty made such 
a hit at the New York RJA show 
she'll be used in all future advertising 
and promotion. 


REUNION: Graduates of the Bulova-NYU course in jewelry store management 
held reunions at the RJA conventions in both New York and Chicago, to ex- 
change ideas, renew friendships, plan more RJA services for jewelers. Panel 
members at the New York session, from left: Grant Conner, co-director of the 
Jewelry Store Course; Morris Shapiro of Morse Credit Jewelers Ltd., Toronto, 
Can.; Richard Paul of Wiss Sons, Inc., Newark, N. J.; Harvey Malloves of 
Malloves’, New London, Conn.; Dr. Elmer O. Schaller of New York University 
School of Retailing. 
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precisely! 


The clocks most 
coveted by people 
who buy! 


Precision-built Chelsea clocks 
and barometers appeal to dis- 
cerning buyers; even browsers! 
Advertising in leading maga- 
zines impels them to own a 
Chelsea . . . because they re 
accustomed to the finest. 





Be sure the buying people 
buy from you. Stock the 
famous Chelsea line of 
traditional, contemporary 
and marine clocks and 
barometers. 


For free illustrated catalog of our entire line of 
fine instruments, write: 


CHELSEA CLOCK CO. 


1099 EVERETT AVE., CHELSEA 50, MASS. 





Bell & Howell issues 


new marketing policy 


sell & Howell, bothered by in- 
creasing confusion in dealer selling 
policy in the rapidly growing photo 
industry, has issued its own defini- 
tive sixpoint marketing policy for 
retail photo dealers. 

“Bell & Howell’s new Declara- 
tion of Interdependence represents 
a pledge of action in support of its 
retail dealers,’ says President 
Charles H. Percy. “‘We believe that 
our mutual progress and profit re- 
quires that we act in partnership.” 

One part of the declaration offers 
complete dealer protection against 
product price reductions from Sept. 
1, 1959 to May 1, 1960, if the 
dealers already have the product in 
stock. This, says Percy, protects 
dealers for a full 6 weeks beyond 
the March photographic conven- 
tion, which traditionally is the time 
at which the industry launches new 
products and announces price cuts 
on older products. 

Declaration also provides that 
Bell & Howell! will give 90 days ad- 
vance notice to franchised dealers 
if it plans to discontinue a model. 
And the firm will offer any re- 
maining inventory of the model at 
a reduced price for 30 days more. 

Declaration also says that if a 
dealer receives a defective product, 
Bell & Howell will assume cost of 
shipment to and from the dealer, 
will replace the product within 72 
hours. Firm will also offer a coop 
advertising plan with retailers who 
sell at suggested prices shown In 
Bell & Howell catalogs, but will 
give no advertising help to dealers 
who sell below these prices. 

Other declaration provisions: a 
new sales training plan for dealers’ 
salesmen, a requirement of strict 
adherence to franchise agreements. 

In conjunction with the declara- 
tion, Bell & Howell is offering a 
stock award plan, in which dealers 
will be awarded shares of firm’s 
common stock based on sales of 
8mm and 16mm motion picture, 
still camera and slide equipment 
during September, October and No- 
vember. 

“The plan was selected,” says 
Vice-President Carl G. Schreyer, 
“because it makes possible dealer 
ownership and direct participation 
in our business.” 
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1500 jewelers visit big jewelry show in 
Cleveland; Ohio, West Virginia RJAs meet 


More than 1500 jewelers from 
Ohio, West Virginia, Pennsylvania, 
Indiana, Kentucky and Michigan 
spent Labor Day weekend working. 

In Cleveland Sept. 6-8 for the 
annual regional convention and 
jewelry show sponsored by the 
Ohio and West Virginia Retail 
Jewelers Associations, the jewelers 
shopped the fall-Christmas lines of 
75 top manufacturers, attended 4 
busy convention lecture sessions, 
learned much. 

Ohio RJA President Harley M. 
3enedict and West Virginia Pres- 
ident Randall Wooddell opened the 
convention. First speaker was 
Telephone Expert Adele Blazy of 
Ohio Bell Telephone Co. She em- 
phasized that the first 8 seconds 
of a phone call were the critical 
ones, the ones in which you make 
or lose a friend and customer. Miss 
Blazy showed a film illustrating 
various good and bad telephone 
techniques. 

Speakers at the second, third 
and fourth sessions were, respec- 
tively, Architect Charles S. Tel- 
chin of New York, FBI Agent Jack 
Barrett and Edward A. Coyne of 
Chatham Cultured Gem _ Stones, 
Inc. 

Telchin showed 
after’ slides of store design, gave 
formulas for figuring rent per 
cubic foot of store space in rela- 


“before and 


tion to volume of sales. He also 
discussed the positioning of bright 
white lights as a technique in 
showing diamonds to customers. 

FBI Man Barrett pointed out 
that jewel robberies were decidedly 
up in 1959, said jewelry salesmen 
are often “marked men” by thieves. 
He urged jewelers who suspect that 
merchandise offered them is “hot” 
to report the facts to the local law 
enforcement agency. He listed 
various protective devices for use 
in stores, which he said would 
greatly reduce theft. 

Edward Coyne held open discus- 
sion with the audience on the con- 
troversial subject of man-made 
emeralds and rubies. Stones pro- 
duced by Chemist Carroll Chatham 
of San Franscisco, he said, do not 
really challenge the market for 
their natural counterparts, might 
even increase interest in the nat- 
ural gems. He pointed out that 
Linde Stars, which are synthetic 
sapphire, have actually helped 
boost sales of natural stars. He 
urged the audience to accept and 
market Chatham’s new ‘“man- 
made” rubies. 

Exhibitors at the show reported 
more sales during the first day of 
the event than in two full days of 
some previous ones, even though 
attendance was slightly less this 
year than last. 


Jewelers shop for their fall and Christmas lines in Cleveland 
also, advice from the FBI 
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DANIEL 


Famous for 
French Hand Beaded 
PARIS PURSES and 
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HOUSE OF NASH 


316 Barrow St., Jersey City 2, N. J. 
HE 5-5900. (Direct N. Y. Di 9-1230) 


N. Y. Showroom 10 W. 33rd St. 
Room 1102—Phone CH 4-3337 


in Ottawa—299 Richmond Road 
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— MANNING — 


FOR 


OPALS 


Opals of today, mined in the New 
Australian mines are the upcoming 
gem for fine jewelry. Opals cannot 
be made synthetically. The colors in 
opals are the refraction of the light 
in myriads of microscopic prisms — 
the substance of the gem. 


MANNING OPAL CORP. 


62 West 47th St. * New York 36 
ag 9 4 ee 2 i 8 
®@ We buy in the Mines — 


@ We cut with our own Hands — 


®@ We supply the World Wide Trade 
with OPALS only 


ALL QUALITIES + ALL SIZES 








Speakers will be Isadore Paisner 
and George R. Frankovich, presi- 
dent and executive secretary re- 


| Jewelry makers set for 
| first MJ & SA exposition 





136 Standard Avenue ° 


GRENCI 


The best $5.00 Retail (Key- 
stone) Man’s Rosary on the 
Market. 


* GIFT BOXED - 


No. 1060 Round Black or 
Brown, Sterling. Also available 
in oval Black or Brown, Ster- 
ling, No. 1570. 


ORDER FROM 


F. GRENCI 


Rosaries 


A. 


Monufocturer ‘Ave Maria’ 


Butler, Pennsylvania 
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A three-day event designed to 
acquaint the jewelry manufactur- 
ing industry with the latest in pro- 
duction techniques and equipment 

all with an eye to building a 
stronger industry for the future— 
will take place in Providence, R. L., 
Oct. 14-16. 

The Convention and Industrial 
Exposition is the first such event 
to be held by the jewelry produc- 
ing industry. Its sponsor, the 
Manufacturing Jewelers and Sil- 
versmiths of America Inc., plans 
to conduct similar events annually. 

All sessions this year will be held 
in the Sheraton-Biltmore Hotel, 
Providence. 

Exhibits of equipment and sup- 
plies will be in 43 booths in the 
ballroom and foyer. Additional ex- 
hibitors will set up showrooms on 
the second floor. 

Seminar sessions will be held in 
the hotel’s parlors. Subjects to be 
treated will include: fashion, per- 
sonnel, metals casting, metal fin- 
ishing, packaging, shipping, 
finances, precious metals, office 
techniques, tool engineering, metal 
joining and marketing. 

Co-sponsoring the seminars are 
the American Electroplaters So- 
ciety, the American Society of Tool 
Engineers, the American Society 
for Metals, the National Packag- 
ing Institute, Brown University 
and the University of Rhode Island. 

On Oct. 14, an exhibitors’ 
ception and dinner is planned in 
the hotel’s Garden Room. Olof V. 
Anderson, president of Anson, Inc., 
and chairman of the Convention- 
Exposition committee, will preside. 


rC- 


pectively of MJ&SA. 

Annual meeting of the associa- 
tion will be held Oct. 15. Speaker 
will be Dr. David Guy George. 


Melvin Cohen is new 
chief of A. Cohen & Son 


Melvin S. Cohen, grandson of 
Abraham Cohen, founder of A. 
Cohen & Sons Corp., has suc- 
ceeded Hyman J. Cohen as firm 
president. Hyman becomes chair- 
man of the board. 

Melvin, with the large New 
York wholesale jewelry distribu- 
tor 1942, moves up 
treasurer. He has also been 
sonnel manager, operations man- 
He is 
a vice-president of the National 
Association. 


since from 


per- 
ager and director of sales. 
Wholesale Jewelers 


Marvin S. Cohen 
Lewis Rubenstein 


becomes vice- 
president, ex- 
ecutive vice-president. 

New treasurer is Mort Weisen- 
feld. Meyer Laskin 
secretary. Bert Cohen and Charles 
Cohen are assistant secretary and 
assistant treasurer respectively. 


continues as 


For over 35 years Brill & Colmes & Assoc. 
has conducted dignified and highly success- 
ful business-building sales, retail or auction 
scales (or a both) and 
liquidation sales. 


ONEIDA’S DAY OFF: Oneida President Miles E. Robertson lays an iron pin 
high on the green of the short fifth hole at the Oneida Community course Sept. 
einen aul 2, during the 32nd Oneida Silver Niblick Tournament, at which the silver firm 
entertained advertising media representatives. 


Know-how and proven sales methods have - 0 gt ee 
brought cash results far beyond store own- | ~ ee [ 
ers’ expectations. If you have a sales i Te 
problem or must raise cash quickly, a Brill 
& Colmes sale will bring immediate and 
greater financial benefits to you. Why not 


talk it over NOW? 
Write * Wire ° 
No Obligation ¢ 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36, JU 6-2334 
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Phone Collect 


In Strictest Confidence 











Members Jewelers Board of Trade 
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FREE for showings mn evyour 


LUAU IN ATLANTA: To celebrate its successful southern regional sales store « your community “THE GIFT 
meeting in August in Atlanta, Hamilton Beach Co. treated its executives and : ‘ 

district managers to a genuine Hawaiian luau feast. Host was Vice-President OF KINGS” a 1314-minute 16mn 
Arnold O. Wolf, seated center. Celebrants standing, from left: Fletcher Harper 

of Washington, D. C.; Norman Brown of Jacksonville; W. A. Howe of Tampa; color movie by ‘LINDE’ STARS. 

\. C. Moseley of Atlanta; W. B. Gassaway, ad and sales promotion manager; 

(rene Shields, ad agency executive. Seated, from left: Bill Huckins of Houston; An educational, ente rtaining filn 
C. J. Piemeisl, sales manager; Clarence Caliour of New Orleans: Vice-President nite 
Dick Holtzman; Herman Thomas of Charlotte. planned to stir up interest in the 


‘ 


Stars...create new sales for you! 
For full information, write Mr. 
Irving Brown, Mgr. ‘Linde’ Sta) 
Sales, Linde Division of Unio» 
Carbide Corporation, 30 East 


42nd St., New York 17, New York. 


FOR PERFORMANCE, A TRIP ABROAD: Hamilton Watch Co. emplovees 
(from left) Robert C. Frey, C. Edward Hendrix and Richard W. Coulter get 
congratulations from Harold C. Quickel (right) for outstanding contributions 
to the watch firm during 1958. The three winners each receive a two-week trip 
to Switzerland, as recipients of the 4th annual special Hamilton Management 
Award. 


Prove to yourself how 
our monthly display 
service will create 
better selling win- 
dows. Only $8.70 
monthly for complete 
window display kit and 
over 400 matching 
price tickets 


Write for 2 


Saf 





BELLE’S BOUNTY: Frank J. Russell of Anson, Inc., president of the Southern Sf dwin need inc. 


Jewel Travelers Association, ‘sents a “Lazy Susan” revolvi jewel chest 
ewelry Travelers Association presents a azy Susa revolving jewel ches : 150 WEST 46th STREET, N.Y. 36, C1. 5-373? 


to Mary Ann Swann, “Miss Atlanta” of 1959, during the recent Southern 
Jewelry Show in Atlanta. 











ar ea STATE OF THE JEWELRY BUSINESS 


retail (Tabulate d each month, ta help re ade rs spot industry tie nds } 


IMPORTS 
% change % change 
from Jan.-July from Jan.- 
July 1959 July 1958 1959 July 1958 
WATCH MOVEMENTS (units) 
0-1 jewel 629,525 -~ 81.5 3,150,406 46.1 
2-7 jewels 112,630 19.7 700,742 - 40.2 
8-15 jewels 7,263 170.1 26,439 + 38.0 
16, 17 jewels 500,661 30.8 2,909,882 |. 28.4 
over 17 jewels 2,120 — 13.6 9,554 16.2 
all movements 1,252,199 51.1 6,798,023 +-37.3 


DIAMONDS 
uncut, by carats 231,671 229.3 862,924 +-63.5 
uncut, by value $13,530,262 - 160.4 $54,454,848 51.0 
cut, by carats 75,575 36.1 521,358 i 57.1 
cut, by value $8,013,727 -20.0 $49,996,250 40.9 
CULTURED PEARLS $765,905 6.3 $7,689,592 28.7 
IMITATION STONES $1,238,549 -0.3 $6,917,048 74.4 


EXCISE TAXES 


°% change % change 

KIENZLE co. Apr.-June ‘from Apr.- from Jan.- 

; 1959 June 1958 June 1958 

102 Fifth Ave., N. Y. C. 11, N. Y. AMOUNT COLLECTED $31,321 3.4 12.6 
OR 5-8067 (add 000) 


Date Wrist Watch available—$10.95 Retail VITAL STATISTICS 


% change % change 

from Jan.-July from Jan.- 

July 1959 July 1958 1959 July 1958 
MARRIAGES 129,000 4.0 842,000 4.0 
BIRTHS 378,000 3.3 2,434,000 1.8 











FAILURES 


°% change % change 

from Jan.-Aug. from Jan.- 

Aug. 1958 1959 Aug. 1958 
CASH JEWELERS 92 —~21.4 
) INSTALLMENT JEWELERS 35 84.2 


t | : 

| 4 

im WATCH REPAIRERS 3 25.0 

| WHOLESALERS 27 35.7 

| : MANUFACTURERS 20 33.3 
aoe, aa WHOLESALE JEWELERS’ DEPARTMENT STORE SALES 


SALES JULY 1959 
The GENUINE Ebertin Back Oo 
“op aie % change % change 
geese BrcDhar a al JULY 1959 from from Jan. 
Clip backs, ear clips, % change % change July 1958 July 1958 
. combination clips from from FINE JEWELRY, 
July 1958 June 1959 WATCHES +21 115 
SALES 14 a SILVERWARE, 


rr INVENTORY 0 Ye CLOCKS ii ‘ia 
ge ergs COSTUME 


‘ + - 
Georges Ebertin JEWELRY 
562 5th Ave., N. Y. 36, N. Y. © Circle 7-2610 METAL PRICES—MID-SEPTEMBER 1959 
(troy ounce, large lots) 


Mid-September One Year 
ENCRUSTERS 1959 Ago % change 
Stone and Gold Seal Engravers SILVER $.91 3/8 $.88 5/8 + 3.4 

Drilling, Precious—Semi Precious Stones nine tans ie a a 
moe HT BRAUN IRIDIUM $75 $80 -6.3 
71 NASSAU ST.,. NEW YORK 38, N. Y. 





























PRICE 
PROTECTED™ 


ea 


Bands are sold only one way, 
at one clean-profit price, to 
wholesalers and watch 
‘manufacturers. There are 
never any exceptions, This is 
ee Ki, _ another very tangible feature 
FOR HOSPITALITY, THANKS: Mrs. Betty Vandiver, wife of Governor 5. of the expansion band with 
Ernest Vandiver of Georgia, receives a diamond heart necklace from New York many features— 100% 
jewelry maker David Karp, left, for her support of the Southern Jewelry stainless steel, Total 
Travelers Association during the latest year. Looking on are Governor Flexibility, lowest return 
Vandiver and Robert A. Glass, right, southern sales manager for Karp. record and immediate 
replacement policy. 
North Dakota jewelers ian 
elect Lund president ‘ies Mesaienat Pekar cate i’ se fer 
the National Federation of Inde- . La illustrated 
Donald a. Lund of Bismare} h; pendent 8 Slinessmen, yave the fea- 


pamphiet 


ct : — ; ° } } = 1] ; ; a 
aq president of ne tured address, told the conventi noe 


been 
North Dakota Jewelers ASssoCla- that America s capitalistic, free 

tion, and Mandan, N. D.. chosen as Tr] ‘Is system Is capable of “0 BALDWIN Bracelet Corp. 
the site for the 1960 convention. viding both freedom and security. 22 West 48th St., N.Y.36, N.Y. 


Other new officers: A. M. Fo /+ Was sharply critical of 


. 


t linot 7eeret star . +o "yet ) P j | a4 - . . 
‘Jj A INO, If CiCCLEU u« , ‘ —" } Opi ana educa OTS who Sce no [are + cee We ee en 


surer; Pius Miller of Bismarck, real future for American vouth in ; o> Fs Now es Spring 
; ‘ T> -e* . ; . : ' ; as . fr ’ a<S : cs Spring 
vice-president; Ray Wiley of Grand pursuits that call for individual in- Sparkling Certified Wedding 
Forks, member of the board of di- itiative an vidual enterprise. 7 Rings of 14K gold designed 
— to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS co 
; 119 Edison PI Newark2 N.J } 
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YOU CAN HAVE AN EXPERIENCED 
DISPLAY EXPERT AT A COST 
NY 

PENNIES simply by using 
AN HOUR... Coronet’s. com- 


a 
>, 


ena ee 


at 
~~ 


As 


plete, colorful, 
monthly display 
service with 3- 
dimensional back- 
_ grounds, a variety 
— ee of smaller cards, 


re , shelfers, strips 
ONLY Corcnel : 


a . 


and over 400 price 
OFFERS YOU tickets. All for 
PRICE TICKETS 


PRINTED WITH J | ~~ 10 DAY 
YOUR NAME FREE OFFER 


‘ 
] only $11 monthly, 


Dey Attach this ad to 
Additional Cost! your letterhead for 
our 10-day FREE 
TRIAL of Coronet’s 
latest monthly dis- 
play service. Spec- 
_ ~~ . ify price tickets 

) a ’ with or without 
COUP BY LINDE: Henry Davidson, head of Davidson & Sons Jewelry Co., a credit copy. 
New York jewelry maker, signs an epochal $50,000 order for Linde Stars from a 


Charles Winson, right, New York Linde distributor. Sales Manager Pete Brown 


of Linde Co., a division of Union Carbide Corp., is in center. Purchase was of Coronel DISPLAYS 
Star synthetic sapphires and rubies, was Linde’s largest single cutting order 64 WEST Ost dal NY (9 IJ 6-8/0 
Ed | 


ever. 
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living 
oysters 


"3 oo FITS basFd AG GU yy 


® 
: «8 


CULTURED 
PEARLS — 


NECKLACES and 
EARRINGS 


at attractive prices 





JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 


\ 

PRECIOUS STONES ee 

Loose or mounted — 

in appealing @ Star Sapphires 

RINGS @ Cat’s Eyes 
A large selection - Emeralds 
of cheice unmounted e Sapphires 

SEMI-PRECIOUS STONES @ Rubies 
Memo selection sent promptly 


ALLAN CAPLAN 


580 FIFTH AVE., NEW YORK 36, N. Y 
Plaza 7-1560 





WATCH-BOTCHING | 


is what you get when you 


buy your watch repair service 
Cheaper at 
ts you later when 

your customers lose conti- 


you and never 


Our reputation is built on 
watch repairing, fast 
competitive 
ur nationwide clien- 
tele testifies to our reputation 
convinced—send us your 


next watch repair jobs 


KARELIN WATCH SERVICE | 


116 NASSAU STREET NEW YORK 38, N. Y. 
CO 7-4895 











rFAST 


e Mrs. Celia Barel, who succeeded 
her late husband, Fred Barel, as 
president of Bridal Ring Co., Ine., 
died Sept. 6 in Malverne, Long 
Island, after a brief illness. She was 
9) years old. Surviving are two 
laughters and a son. 
® While several thousand people 
watched, a chimpanzee named Zip, 
who is something of a television per- 
former, cut the tape which opened 
Savel Jewelers at 4 Fourth Ave., New 
York. For helpers Zip used a former 
“Miss Georgia” and a_ bounteous 
(reek actress. Owners of the new 
store are Louis and Norman Savel, 
who operate in all five stores in Long 
Island and one in Mt. Vernon. 
= Three recent graduates of the 
Joseph Bulova School of Watchmak- 
ing were named as recipients of out- 
standing student awards at the Aug. 
22 ninth annual homecoming of the 
school’s alumni association. Award 
winners: Theodore Thuesen, Roger 
Wheeler, Robert Hay. Alumni elected 
these new officers: John Vidovich of 
South Ozone Park, L. I., president; 
Nathan Bellusci of Jersey City, vice- 
president; George Ajemian of Jack- 
son Heights, treasurer: Josiah Silver- 
man of Brooklyn, secretary; Albert 
Perule of Jamaica, assistant secretary. 
"=" Tad Jeffery, vice-president and di- 
rector of adcvertising for Bulova 
vatch Co., has been named chairman 
of the jewelry division in the current 
Sister Kenny Foundation fund appeal. 
® Bernie Malen, manufacturers’ rep- 
resentative for Prochain, Inc., and 
Schick Manufacturing Co., Providence 
R. L., to the jewelry, handbag, belt, 
button, trimming and kindred trades, 
has moved into his new offices and 
showroom at 303 Fifth Ave., New 
York. 
= Henry Peterson of Feature Ring 
Co. was elected chairman of the 1959- 
1960 jewelry industry drive for the 
Federation of Jewish Philanthropies 
the annual Federation outing Aug. 
at the Century Country Club, 
White Plains, N. Y. Irving Fabrikant 
of M. Fabrikant & Sons will serve as 
co-chairman. 
® Prism-Lite Diamonds and Shiman 
Bros.-Colonial, Inc., both established 
in New York more than 50 years ago, 
have consolidated. The merged firms 
will be known as Shiman Bros.- 
Colonial, Ine. 
® DeCor Jewelry Co. has moved to 
larger factory, office and showroom 
quarters at 62 W. 47th St., New York 
36. 
® Casting Supply House has moved 
to new, larger quarters at 62 W. 47th 
St., New York 36. Robert Greenbaum 
is president. 


at 
20 


® Appel & Weber, jewelry firm in 
Lancaster, Pa., which was purchased 
by Watt & Shand department store in 
January, has been moved into the 
Watt & Shand store. 

® The 20th annual dinner dance of 
the Watchmakers Association of New 
Jersey, Inc., will be held Nov. 8 at 
the Club Diana, Union, N. J. 

® Mrs. Rudy Valente has been pro- 
moted to branch manager of Emmons 
Jewelers, Inc., Newark, N. J., chain 
firm. Emmons makes costume jewelry. 
Edward F. Farrell is firm president. 
® Krementz & Co., Newark, N. J., 
jewelry manufacturer, has named 
Carpenter-Proctor, Inc., Newark ad- 
vertising agency, to handle its na- 
tional and consumer trade adverti 
ing. 

® Alfred Herz, president of Alfr 
Herz Co. and former president of tl 
National Association of 
Jewelers, was honored recently by as- 
sociation directors. 

® First fall 


Costume 


meeting of the Jewelers 
Square Club of New York will be held 
Oct. 5 at Churchill’s Restaurant. Eve- 
ning is being dedicated to new mem- 
bers. A special agent from the Cus- 
toms Agents Service will talk on dia- 
mond smuggling. 

® Louis di Cosatto, former sales man- 
ager for Olivetti in Milan, Italy, has 
been appointed director of Italian op- 
eration for Bulova Watch Co. He 
will headquarter in Milan. 

® Herman Rigrod, 70, former long- 
time operator of a wholesale jewelry 
firm in Newark, N. J., died recently. 
® Benjamin Eichberg, 89, founder and 
president of Eichberg & Co., New 
York diamond importing firm, and 
also a director of Coro, Inc., died in 
August. 

a Grey Industries, Inc., manufacture) 
of “Silva Crystals,” a tarnish pre- 
ventive, and “Silva Plate,” a silver 
plating process, has moved its execu- 
tive and sales offices to 108 E. 96th 
St., New York, adjacent to its man 
ufacturing plant. 

es Neil F. Pendergast of Maratskey 
Jewelers, Hudson, N. Y., recently re- 
turned from a two-week trip to Japan 
which he won at last year’s Cultured 
Pearl Association of America contest. 
He was shown all aspects of the cul! 
tured pear! industry and toured Miki- 


| 


moto Pearl Island. Reports he en- 

joyed hotel living the most, sleeping 

on tatamees, eating Nipponese food. 

s Jerome Wilson, president of Wil- 

son’s Leading Jewelers, is directing 

the Downtown Syracuse Association's 

$165,000 renovation program as head 

of the organization. 

es John L. Weinberg, partner in Gold- 
AR-KEYSTONE OCTOBER 1959 





man, Sachs & Co., New York invest- 
ment firm, has been elected to the 
hoard of directors of Bulova Watch 


Co. 


NEW 


es Members of the New England 
Guild, American Gem Society, met at 
the Hotel Commander, Cambridge, 
Mass., on Sept. 10, and installed new 
officers. A recording of “Highlights on 
Merchandising,” from the A.G.S. Con- 
clave, was part of the evening pro- 
gram. Plans for another rock hunt for 
the last of the month were discussed. 
s Member teams of the Boston Jewel- 
ers sSowling League began rolling 
hard Sept. 8 at the new location in 
Fenway Alleys, at Fenway Park, with 
already laying 


wagers on next spring’s outcome. 


several contenders 
s Ben Starr, owner of Joyce’s Jew- 
elry, North Quincy, Mass., has been 
playing semi-pro baseball this sum- 
ner with the Mayshev Z. Kaynem 


League, sponsored by the Y.M.H.A. of 


Dorchester, and Mattapan. 
Scouts for the Boston Red Sox have 
been watching his playing with much 
interest. 


Roxbury, 


® Amoroso & Co., 602 Jewelers Build- 
ing, has remodeled its quarters, has 
installed a new lighting system. 

se Miss Mabel 

vears associated with Mauran Watch 
Co., is now 1 the bookkeeping and 
ales division of Bella A. Glass Co., 
509 Jewelers Building. 

s The Jewel Shop, formerly located 
at 7 Blake St., Lynn, Mass., moved re- 
cently and held a formal opening sale 
Union St., 


torlin fy 
Scerilng, TO! 


many 


in new quarters at 229 
# Honors continue to pile up for Mrs. 
Rose Marshall, head 
Travis - Farber Co.. GIG Jewelers 
While she and her 
husband were at their summer place 
in August on Lake Winnepesaukee, 


A’ 4 | 4 - les 
N. H., she took part in a water ski 


1.7 
nook Keeper at 


Prrilding ? 
Building. SOSTON. 


ing contest, won top place in the wo- 

men’s water skiing championships. 

diamond dealer in 
suilding, Boston, 


es Jason Solomont, 
Room 605 Jewelers 
has taken over the space next door in 
Room H04, once occupied by the late 
George Salisbury, engraver. 

e Mr. I. A. Moody of Moody’s Jew- 
elers in Waterville, Me., has opened a 
new store there at 121 Main St. 

es Bernard E. Jackson of E. H. Sax 
ton Co., Jewelers Building, is well on 
his way into his 58th year with the 
firm, which he joined on July 15, 1901. 
es J. H. LeBlanc, jeweler, formerly at 
G6 Daniels St., Fitchburg, Mass., 


s Dave S. Arnold, owner of Dart 
Jewelers, Buffalo, is opening a second 
store at the Airport Plaza in Cheek 


towaga, N. Y. 


ENGLAND 


opened a new store at 14 Fairmont 
St., on Sept. 1. 

= Crosby Jewelers, Inc., opened a new 
store recently at 399 Essex St., Law- 
rence, Mass., which is managed by 
David Freedman, a brother of Mr. 
Freedman of Crosby Jewelers, Need- 
ham, Mass. 

s W. Howard Renfrew, formerly lo- 
cated at 120 Tremont St., Boston, has 
given up that location, is now with 
Kingsley-Gordon Jewelers, 28 Park 
Square Building, Boston. 

s Bennett’s Jewelry, 93-year-old firm 
in Old Greenwich, Conn., has moved 
to larger quarters at 244 SB Ave. 
Owner is Jack Bennett, whose four 
sons, aged 17, 15, 13, and 12, help in 
the store as apprentices. 

e Albert Currier, manager of the 
iewelry department of Hill’s Depart- 
ment Store, Manchester, N. H., died 
late in August. 

s Harry Bremmer, for 60 years a 
watchmaker in the Jewelers Building, 
recently, died 


> ' 
Boston, who 


Aug. 16. 

se George L. 
president and treasurer of Interna- 
died Aug. 14. He had 


after 29 years with 


ret} ed 


Stringer, former vice- 


tional Silver Co.. 
retired in April, 
the firm. He was: 


> 4] : Hine ily ‘+h Yaa s1 
if the Sterling Silversmiths Gulld. 


. s 


sO a past treasure}! 
es Wilber T. Earl, 78, a retired execu- 
tive of Oneida, Ltd., died Aug. 21. 
a The Jewelry and gift stock, along 
with fixtures at Kenny’s Jewelry and 
Gift Shop, 842 Massachusetts Ave., 
Cambridge, Mass., was disposed of 
at auction. 

es Gene Colmes, owner of the Savo' 
1649 Main St., 
recently remodeled the 


Jewelry Co., Spring 
ield, Mass.., 
interior of his 
e The stock and fixtures of Crown 
Jewelers, Inc., 41 Main St., Ames- 
bury, Mass., sold out at auc- 
tion. 

e Officers and directors of the Dia- 
mond Peacock Club will meet early 
in October at the Parker House to 
map plans for the coming season. 
Desjardins, 
Mass., was 


store in knotty pine 


were 


Desjardins, of 
Beverly, 


a Henry 
Inc., 
one of the sponsors of a concert at 
the North Shore Music Theater Aug. 
for the benefit of the Beverly Com- 
Desjardins’ son, Paul, 


eweilers, 


munity Fund. 
and his son-in-law, Robert, have both 
joined the staff. 


WD 7333— 
Platinum .03 
F.C. Diamond 
Wedding Ring 
398.50 Keystone 


G 74 — .03 F.C 
Diamond ond 
synthetic sap- 
phire. 14K W.G. 

Guard Ring 
220.00 Keystone 


Guard Kings 


Featuring our patented highly pol- 
ished azures for greater brilliancy 


and maximum safety. 


~~ 801. WALNUT STREET 
PHILADELPHIA 7 


CHARMS 


Seld only direet to Retailers 
WELLS MFG. CO., ATTLEBORO, 





“FABULITE" 


Distributor 
FULTON-NASSAU JEWELS, Inc. 
Precious and semi-precious stones 
74 West 47th St. New York 36 N. Y. 
Tel: Ci 7-7220 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA OLO GOLD 
WATCHES GIFTWARE 

JEWELRY SILVER 

PEARLS Complete Stocks ANTIQUES 

CALL COLLECT FOR CONSULTATION 


Telephone: DEarborn 2-3407 


WA Weileré G. 


Established 1880 


aia 5./055) 


ID-WEST 


s Ball Company, wholesale jewelry committee—A. C. Wilson, chairman, 
firm in Chicago, has closed its Minne- Fred Gottlieb, Frank Miulhening, 
apolis, Minn. branch office. Firm will Charles Ellbogen, Phil Nathan, Her- 
make deliveries in that area from man Kramer, Francis Healy; gol! 
its new half-million dollar plant in committee Alvin Lauschke, chair- 
Lincolnwood, III. man, Al Long, Ed Griffin, Vincent 
s A. C. Becken Co., 22 W. Madison Newman, W. Cureton, Dave Newman, 
St., Chicago, Ill., general wholesale Leonard Crane, Henry Griffin; social 
dealer, has signed a lease for the relations committee Al Greene, 
space formerly occupied by the Ben- chairman, Jack Prins, Fred Hertel, 
jamin Allen Co., at 10 S. Wabash Ave. R. S. Hulbert, Charles Brown, Rich- 
After extensive remodeling, A. C. ard Kaplan, Vincent Newman. Leon- 
A Becken Co. expects to move there in ard Crane, James Swartchild, Alvin 
March 1960. Lauschke. 

es Nathan Pevsner, who has been in 
the wholesale diamond business in the 
Chicago Loop since 1926, moved on 
Sept. 1, to Kansas City, Mo., where he 
will continue operations selling most- 
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All Inquiries Strictly Confidential 
MEMBER REFERENCE 


Jewelers Boord Your Local 
* Trade Bonk 


Division of M. Y. Finkelman Company 
29 &. Madison $t.. Chicago 2, Ill. 


y 


W/A/Ai/VW/S) 








EIEN DDN JT 


WS W/AVDi4) 


= 








® Courtney L. Nieman, 56, St. 
Charles, Ill., jeweler, died in August 
He was chairman of the Kane County 
Board of Supervisors, had operated a 
jewelry store in St. Charles since 


1932. 


ly in the southern states. 
s Marshall R. Spies, president of the 


1 


Chicago Jewelers Association, has an- co Velvin a Germanos. 2s. pal 


CLOCK DOMES nounced the following standing com- in the retail jewelry business of M 
WITHOUT BASES ; ws ; 7 te ets 
x 7%” $2.7: mittees for 1959-1960: finance com- adnock Jewelry & Optical Co., 514 

xo mittee—Fred Hertel, chairman, Don- Dearborn St., Chicago, Ill... died 
ald Blank, Arnold Price; membership August. 
: . committee Vincent J. Newman, | _"* 
Glass ‘‘Protecto Cie - ree teens 2 Ann E. Jamison, 8%, died July 29 in 
Watch Dome w i chairman, Robert Gottlieb, William te + ae 
ger see hee ; ; . ; Minneapolis, Minn. She was president 
. ; McGreevy, Jack Berg, Al Wahlen; . ‘ge? ; 

‘ : ; ‘ ‘ o! Mur 1OCK Jewelry Co., Inc.. W ine 
trade extension committee Ray 
Zelke, chairman, Bill Kaufman, Mike 
foman, Sid Weiss, Herbert Hatowski. es Howard B. Morrison of Paul 


Harold Blackburn: sood & welfare rison, Jewelers, has heen elected 


sale jeweie! 
\\ ‘ ’ ‘ ‘ . ’ . 4 
Crystal Glass Tube & Cylinder Company 
7317 South Chicago Ave. Chicago 19, I! 








rector representing tne western 
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trict of the Michigan Jewele) 


& 9 Clation division for a one-veal 
° es Georve Ande} has opened 
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Promotion store was expanded by o 75 by 38 
Package gift and other wares are being adde¢ 


. ¥ ye Og ~ ws 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING is. sncadaney ot acund fn 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY succeeds Daniel C. Gainey, 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 hairman and chi 


T 1 : "ea? 
geet Te Py ‘y Wea v 
. Mga? i i . 7" j \ 
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lliance, (nlo, nas remodeled 
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All Phones —— oP tore. Jerry Zimmer is president and 
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SENGAT IM ‘ veneral manag 


Tz ; Be 4 ager. 
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ectors of the Jewelers Mutual 


6-9550 : he en | ance Co. was held in July in Applet 
; ; a, | & Wis 


Herbert Herzberg. 55. renera!l 
of Joe Goldman Jewelry at 
W.,, ‘isconsin Ave., Milwaukee. 


died in August. 


® Ralph Harburger, 85, founder of 


os : ‘HOLES gore sar ‘ Se . 
J. BIELER PROMOTIONS wt hae hr Chicago 2, Ill. Harburger Jewelry Co. in Cleveland, 


Ohio, died Aug. 18. 














4 The Golden Roosters have picked 
Thursday, Nov. 19, for their “Fall 
stag.” It will be held in the Wal 
Room of the Bismark Hotel, Chicago. 
Irving Seltz of Automatic Chain Co. 
is chairman of the event. 

es A! 


relations 


nut 


Greene, chairman of the social 
committee of the Chicago 
Association, called his 
committee together to pick a souvenir 


Jewelers’ 


for the association’s annual banquet 
Jan. 10. 

e Edwin K. Levi, president of 

ers & Co., Dayton, Ohio, jewelers, re- 
cently returned from a five-week buy- 


Ing’ trip TO Antwerp and Copenhagen. 


> 


. Willard welry , lias moved 
2517 Nolensville Road, Nashville, 
Tenn., from 2525 Nolensville Road 
New building is two 
Y21TO0 F , 


pl ovide 
inc] ides 


second = floo1 


stories, 
square space, 
« | a 

rental offices 


Owner is Will 


3 I ] iedman’s 


store in South Carolina’s 


kitchen ai 

Ingraham 

SOmMme yey) 
, 

a Ben 

x ' 

Nortn 

appointed 

Cornwall Corp., 

lines 


thermo Tray housewares 
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ientnal Wt represent Cornw: 


Florida. Georgia an labama. 


es (ia ide 


nett Jewelers, in he new Lenox 
Square shopping center. Internationa! 
Bennett an en 


slivel tray 


Silver Co. presented 


vyraved sterling at opening 


} 
‘eremonies recently. 


e Benjamin Franklin Coker, 


s Wayne 
Jewelers, 


Prentice, manager of Zale’s 
5801 W. 44th Denver, 
won a two-week vacation to Europe 
in a chain-wide sales contest. 


st., 


es Edward C Sorland of Borland 
Jewelry, Kenosha, Wis., was recently 
elected to the Chamber of Com- 


merce’s retail executive committee. 


’ . , 
BS osmitn 
Ind., 1s 


remodeled 


Jewelry Store, Noblesville, 
scheduled to move into the 
Masonic Bldg.., Lo- 
Bob Wilson is man- 
part of a Cleve- 
land-based chain operated by Charles 
Shane, Jr. 


SOUTH 


‘iry business 1n 


! it- W ly 
van and Sth Sts. 


aver of the store, 


Pen 
50 Veal 4 


He Was the owner 


F la., 
died in late 
f Se 


acola, more than 

July. 
yuuthern Jewelry Co. 

= Lon Tobias Holshouser, 75, owner 

f Holshouser Jewelry, Milford Hills, 

.. C., and a past president of the 

Carolina RJA, died in A 

Hunt Lehman, 67, owner ol 

ian Jewelry Co. in La Grange, 

died Aug. 12. He had served a 


dire of the Georgia Retail Jew 


ivust 


» } 4 : : 
& Robert inyY’, president 0] 


Horologists, 


¢ , 
Georgia Jewelers and 


cently spoke before a meeting of 


Northwest Georgia District 
Jew i> A ; 
tual dinner dance Oct. 
North. Cocl 
dinner at + 
On) hand Bot 


ao, fe « 
ailall. 


Brodnax. Ine.. 
firm was 


dollars by 


s George TI. 


~ ] . } 
sid Mien pnis jewelry 


a. 
> 


Tor a nalI m 


| illion 
Jewelers Guild, an association of 
y stores and a division of 
Jewelry Co. The Guild bought a 
shares of the 
stock of George 


jewelry 


outstanding 
T. Brodnax, Inc., from 
Brodnax Jewelry Co. A 
branch store in the Green Hills section 
of Nashville continue to be op- 
rated by 


common 
George T., 


will 


George T. Brodnax Jewelry 


IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
B New Orleans is a ‘ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, too! 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 

Ref: Dun & Bradstreet; 


Bank, Morgan Branch, 
Jewelers Board of Trade 


ANTIN'S 


Antiques and Antique Reproductions 


Whitney National 
New Orleans. La. 


114 Baronne Street 
New Orleans 12, La. 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 











Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave... New York 10. N. Y 
AL. 4-0104 























AUTO EMBLEMS 


Stainiess Steel Auto Emblems 
with full color, baked enamel 
designs. 


Placing instructions and un- 
conditional guarantee includ- 
ed with each emblem. New 
double-faced adhesive makes 
it possible for even a child to 
place this emblem on the car. 
The finest, most durable prod- 
uct ever made in the auto- 
mobile emblem field—%15.00 
PER DOZEN —shipped post 
paid with check in advance. 


Third Degree Masonic 
Two Ball and Cane 
32nd Degree 

Shrine 

St. Christopher 
Knights of Columbus 
Elks 


JOHN C. MUMMA 
WOODLAND AVENUE 
REIFFTON READING, PA. 











ra FOR INCREASED SALES AND BIGGER CASH PROFITS mm 


Deal Direct—Save! Get 
Ro stone ul 


t service, effective 
Fully Guaranteed Men elections t 

fir Write for big FREE Catalog 
ffer. Or phone PL 7-1236 


1 W. 4 - | IK } 











Chatham Research Laboratories 
70—i4th St.. San Francisco 3, California 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 








SOUTHWES I 


s More than 300 buyers attended the 
Oklahoma Jewelry & Gift Show Au 
rust &8 and 9 at the Mayo Hotel in 
Tulsa. 

e Arnold’s Jewelry in Pawhuska, 
Okla.. owned and operated for the 
past five years by Mr. and Mrs. Arn 
nold Couch, has been purchased by Mr. 
and Mrs. Jerry Goforth. Goforth. 
watchmaker for Arnoid’s since Jan 
uary 1958, has changed the firm name 
LO Triangle Jewelers. Store is located 
in the Triangle Building. 

s John G. Flocks, 70, long-time [ort 
Smith, Ark., jeweler, died in August 
es Wright and Sanborn Jewelry and 
Gifts has opened at 20 E. First St.. 
Scottsdale, Ariz. The firm, operated by 
May Sanborn and Elden Wright, has 
been located in Tempe, Ariz., for the 
past three years. 

e Grunewald & Adams in Tucson 
Ariz., has completed extensive remod 
eling at its 60 E. Congress St. loca 
tion. Floor space more than 
doubled. 

e J. Earl Hodges, former manage} 
of its repair department, has been ap- 
pointed buyer for men’s and ladies’ 
watches for Everts Jewelers, Dallas. 
Tex. He will be succeeded by Ernest 
L. Seitzler, a vice-president of the 
Dallas Watchmakers’ Guild. 
e Arthur Dreyfus, Jr., 
secretary of Linz Brothers, 
Dallas, Tex.; is also manager of the 
business gifts division of the 


nas 


has been 


elected 


new 
firm. 
es Southwest 
Co. has moved 
St., down-stairs to 
Dallas, Tex. 

e Roy B. Knox has been appointed 
manager of the Busch & Sons Jewelry 
at 1702 Main St., Dallas, Tex. 

s H. L. Bryan, owner of Bryan Jew- 
elry Co. in Corpus Christi, Tex., will 
soon move his store from a temporary 
into the new First Saving 
and Loan Building at Six Points. 

es Mr. and Mrs. Paul Miller, 
of Frye’s Jewelry in Chickasha, Oklia., 
recently opened at 408 Chickasha Ave 
Miller’s Gift Shop has been combined 
with the jewelry store in its new and 
expanded location. 


Smelting and Refining 
from 1708 Jackson 


1710 Jackson a 


location 


owners 


es Johnson’s Credit Jewelers, formerly 
located in the Crown Drug Store, has 
moved to new and larger quarters at 
114 Chickasha Ave., Chickasha, Okla. 
es Ingram’s Jewelry, formerly located 
at 4002 Southeast 15th St., Del City, 
Okla., has moved to 4347 S.E. 15th St., 
in the Del Crest Shopping Center. 

s John Gladden, watchmaker, and J 
E. Kerr, manufacturing jeweler, have 
repair shop at 31% 


opened a watch 


Colcord Building, Oklahoma Cit) 
Both were formerly associated with B. 
C. Clark Jewelers in Oklahoma City. 
s Fred Melton, of Lawton, Okla., has 
been re-elected president of the Okla 
homa Retail Jewelers Association 
tay Deveraux, Ernest Moody, Bob 
Ditmore and H. S. McCurley were re 
named vice-presidents, Pau! Mille: 
secretary. 

2» R. J. Malouf has 
manager of the Amarillo, Tex 
of Zale Jewelry Company. 

# Garland L. Henderson, owne: 
manager of Barnes Jewelry | 
toria, Tex.. one of the 
jewelry stores in Texas, 


been appointed 


store 


and 
Vic 
oldest retail 
died Aug. 12 
# A membership drive is planned by 
Arkansas Retail Associa- 
tion, according to President John M 
Stinson. The i 
named Mrs. Charles Shepherd execu 
tive secretary to spearhead the drive 
#® Louisiana Horological Associatio 
elected new officers at its recent an 
nual convention in Alexandria. They 
Joe C. Bryan of Shreveport. 
president; Douglas Givens of Shreve 
port, vice-president, and Bill 
of Minden, secretary-treasurer. 
C. Kline, the retiring president, 
be a trustee. 

» R. D. Eiseman has been appointed 
supervising manager of Shaw Je 
ers for stores in 
Southwest. 


trict 


Jewelers 


association recent! 


are: 


Bryan 
Fred 


will 


Dallas an 
Eiseman was Dall: 
Shaw’s 
City in 
vice-president of Fine Jewelers 
e R. T. who 
chased the jewelry store operated Dy 
R. W. Beyor in Menard, Tex., 


, , >. 
changed the store’s name to 


manager for 
went to Oklahoma 


Crone, recently 


Jewelry. 
es Mr. and Mrs. W. Ed Grush 
las have taken over manage} 


Kings Jewelers in Lu 


years ago. 
= So! 
Havlir. 


Pe 
rr neo 
»iLiigcuws 


Cogan, Irving Crow John 
Dick Humphreville, Warne 
Irving Dick Pratt 
Gimpy Suss, Walter Bill 
Gus Stearn, Earl Weaver, 
Babe Wolfe, Richard Wolk and No) 
man Zimring have 
for the board of 
Tumbleweeds. 

es Oscar Earl 


owner ana 


Nierman. 
Schanzer. 


SenNoel, 


been nominated 

directors of TOLA 
Dudley 

operato} 

Jewelry Little Rock, 

cently. He was 74. 

es Bowen Jewelry Shop 

Okla., recently moved to a larger lo 

cation at 2 E. Dawes St. Owned by 

Mr. and Mrs. Ray Bowen, the 

had been at 1 W. Dallas St. 


ys 
In Bixby, 


S| Op 





<n 
Oa, 


a 
~~. 
Bb ° ~~ 


opened The 


Rose- 


es George N. Spurr has 
Watch Shop at 503 Vernon St., 
ville, Cal. Spurr was formerly lo- 
cated at Fort 
es Walter H. 
of E. W. teynolds Co., 
retirement at a recent 
rectors’ meeting. His son, E 
nolds Butler, was elected to succeed 
him. The Walter H. 
Butler, Jr., as vice-president was con- 
Jack 
Beggs as general sales manager and 
Butler, 
Sr., served as president for 25 years, 
had started with the firm in 1913. 
Butler, Jr., joined the firm in 1939. 
es Forty-one members participated for 
prizes at 
Memo- 
DY the 
Golf 
winners: 


tunke 


Bragg. 

Butler, Sr.., 
announced his 
board of di- 


Rey » 


p! esident 


re-election of 
firmed. as were the elections of 


Claude G. Moore as treasurer. 


‘ 


array of trophies and 
second annual I. Behrstock 
Tournament sponsored 
rn California 
ciation. Among the 
gross, Sy Messing of Car! 
Lapidas of 


Jew ele! ‘ 


s; low net, Jack 
Philip Wolman Co. : low 
Mike Steltzer of Joy Jewelers; and 
Wendell White, Jr., of 


Tournament chalrman 


7 


. 
‘alia A ay ‘ 


high gross, 
The Ball Co. 
Hans Bagge handled the 
ing, awarded prizes. 

ill be held Oct. 

os Country Club in Chi 

ld’s Jewelry at 11118 Downey 

Downey, Cal., has been pur- 
by Mr. and Mrs. 


Name has been hanged to 


Richard 

se Jewelers. Forme}! owners were 
Mr. and Mrs. Harold Wertz. 

e The Calan Co., Speidel distributor 

, fornia, Arizona and Nevada 

at 448 South Hill St. in Los 

was recently incorporated by 


> . ‘ >. , 
Babich, former general mat 
s of the 


the company. Office) 
ncorporated firm: Hern an Ba- 
Babich. 


president: Sarah R. 


esident: John Gillingham. sec- 


WEST COAST 


retary-treasurer; and Donna _ Boer- 
man, assistant secretary-treasurer. 
# Martin Rosenblatt, vice-president 
f Gump’s in San Francisco, was 
guest speaker for the first meeting 
recently-established 
Northern California Guild of the 
American Gem Society. Rosenblatt is 
buyer of all Oriental pieces acquired 
nationally-known 


‘ 2 ] 
sept. Y or tne 


by Gump’s, Is a 
authority on Oriental art. 
es Nordmann & Aurich, 657 Mission 
St.. in San Francisco, recently an- 
nounced its appointment as a fran- 
chised distributor of Community Sil- 
verplate, Tudor Plate Oneida, Oneida 
Community Ltd. and Oneida Ltd. 
Edward L. Endman is 
owner of the firm. Manager of the 
office is Romain A. 
tingham. John W. O'Reilly, formerly 
W. Reynolds Co., is in charge 
Verware sSaies. 
es New officers of the Contra Costa 
Watchmaker : W Jewelers Guild in- 
0 ) George Tobias of 
Tobias Orinda Jewelry in Orinda; 
vice-president, John Dundee of the 
Navy at Treasure Island; sec- 
Deno of Walnut Creek; 
George Stuscavage of 
Antioch Jewelers in Antioch. Group 
meets on the first Tuesday of each 
month at & P.M. at the Concord Ele- 
mentary School in Concord. 
e® On Aug. 15 The Ball Co. of Calli- 
fornia moved to its new building at 
2121 South Flower St., Los Angeles. 
e William A. Yockey, 19-year em- 
ployee of Parker Pen Co. and western 


J 


product s. 


San Francisco 


lude: president 


a. 
retary. Rav 


and treasurer. 


divisional manager, headquartering in 
1956 to last 
when he left enter the se- 

field, died 10 from a 
bee sting. He was 42 vears old. An 
Yockey was 


San Francisco, from 
_ 

April, 

‘urities 

autopsy revealed 
Dna 1} ~ , 

acutely allergic t s venom 

shoc] 


and died of an ;: K. 





Ty 


: 


LT 


GIA STUDENTS IN BIRMINGHAM: Jewelers who enrolled as students of 
the recent Diamond Evaluation Class of the Gemological Institute of America 
in Birmingham, Ala., make use of GIA’s extensive equipment. 
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WATCH 
BANDS 


* 
for 
PROFIT 

5 
for 
GOOD- 
WILL 


You will 


NEVER 
BE 
UNDERSOLD 


Easy to Service 


You fit or repair while 


your customer waits 





PRINCE 


High Quality 
English made 
Watch Straps 











CADMAN 


MANUFACTURING CO 


2038 N 
Dearborn 7, Michigan 


Telegraph Rd 


AVAILABLE 
THROUGH 
SELECTED 
WHOLESALERS 


Exclusive U. S. and 
Coanedian Distributors 











EMERALDS 


Loose or mounted. Memo selections to rated 


jewelers. Write 
I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street, Los Angeles 13, Calif. 





BLACK STAR 
SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more, 
assorted sizes. Refund if re- 
turned in 10 days. Mail 


\GpPp 


4 % 
WpoRte® 


checks to: 
INTERNATIONAL GEM & PEARL CO. 








220 W. 5th St., Los Angeles 13, Calif. 
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) 
ys 
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e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


at 
@ No scratching. dime AF 


No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of 
reductions. 
Contact your wholesaler or 


write for literature to: 


new hermes 
154 West 14th Street, New York 11, N.Y. 


only 99 50 


Time Payments 





Coming Events 


Oo CcCToseeE R 

3-5—Florida State Watchmakers 
Association 14th annual convention. 
Daytona Plaza Hotel, Daytona Beach. 

14-16—Manufacturing Jewelers & 
Silversmiths of America convention- 
exposition, Sheraton-Biltmore Hotel, 
Providence. 


N O V EM BE R 


8__National Association of Costume 
Jewelers, Inc., annual meeting, Sher- 
aton-Biltmore Hotel, Providence. 

ch OS @ A RF 

3-8—Atlantic City China and Glass 
Show, Convention Hall. 

$-15—15th Floor Decorative 
cessories Show, Merchandise 
Chicago. 

17-22—-New York Lamp and Home- 
furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing’. 

24-27—Washington Gift Show, Ho- 
tel Willard, Washington, D. C. 


Ac- 
Mart, 


For CONSISTENT fine quality 


choose 


CAM 


Bilifold shown is famous 
Vu-All model, with patented 
16-card pass case 


Cameo billfoids 
consistently give you fine 
quality merchandise with the custom 


look of true craftsmanship — merchandise you 


are proud to sell! Cameo offers a wide selection of models, gach 
with a strong selling feature, in the season’s most popular leathers and 
colors. They're priced to retail from $3.95 to $15.00 with full mark-up. 
Order, or ask for NEW catalog, showing complete line of fine leather goods. 


Fine leather goods since 1904 


The Springfield Leather Products Co. 


SPRINGFIELD, OHIO 


Am- 
Brack 
An- 


-California Gift Show, 
Biltmore Hotels, 
Mart. 


+) 1-2Q ee 
bassador and 
Shops, Merchandise 


geles. 


Los 


F —E BRU AR Y 


7-14—Chicago Gift Show, LaSalle 

Hotel and Palmer House. 
7-19—Merchandise Mart China, 

Glass and Gift Market, Chicago. 
18—Tola Tumbleweeds spring meet- 

ing, Hotel Adolphus, Dallas. 
21-22—-Washington RJA annua! 

Portland, Ore. 

Gift and Jewelry 


Hotel Adolphus, Dal- 


convention, 

21-25—Allied 
Show (spring), 
as. 

91-26—New York 
tel New Yorker and 
Suilding. 

28—Tllinois RJA annual convention, 
Springfield. 


Ho- 


She WwW 


Gift Show, 
Trade 


MA R C H 
6-9—Denver Gift and Jewelry Show 
(spring), Hotel Albany. 
6-10 — Boston Gift 
Statler and First Corps 
mory. 
12-14- 
vention, 
polis. 
20-23—Philadelphia Gift Show, Ho 


Franklin. 


Hote! 
Ar- 


Show. 
Cadet 


annual con- 


Minnea- 


RJA 
Hotel, 


Minnesota 
Leamington 


tel Benjamin 


A FE FF | 
RJA 


24-26—F lorida annual con- 
vention, Tampa. 
30-May 1—North Carolina RJA an- 


nual convention, Raleigh. 


MA ¥Y 

15-20—New York Stationery Show, 
Hotel New Yorker. 

20-22—_-Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

20-22——Watchmakers Fair, 
Hotel, Chattanooga. 


Patten 


JU WN E 


Jewelry 
annual 


Manu- 


conven- 


7-8—Educational 
facturers Association 
tion, Chicago. 

19-21—-Vermont RJA 


vention, The Lodge, Stowe. 


’ 
annual 


Iv tL YT 
17-20—-Southern Jewelry 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 


Travelers 


AU G US$ T 


14-18—Retail Jewelers of America. 
Inc., annual convention and trade 
show, Waldorf Astoria Hotel, New 
Y ork. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel, New York. 


S EP T E M B E R 


l Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

1—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

1-8—-Allied Gift and Jewelry Show 
(fall), Hotel Adolphus, Dallas, Tex 

18-21—Denver Gift and Jewelry 
Show (fall), Hotel Albany. 








Complete Memorandum service 
to all accredited jewelers. 


Executive Appointments World famous importers 


of rough and polished 
gems. 


Ted Smart has been appointed Dr. C. R. Castor has been named Lapidary GEMS 


national display manager for Zale sales manager for crystal prod- Repair Service 

Jewelry Co. He will coordinate ucts by Linde Co., division of Black Star 
window and interior store mer- Union Carbide Corp. He will head- 
chandise displays for the 135 Zale quarter in East Chicago, Ind. 


stores throughout much of the Importe 
. Joseph J. Laputka has been elected n Panther Opal & 














Sapphire 
Ponther International Ltd. 





nation. He will headquarter at , al vice-president, treasure Precious Gems. _ 

financial vice-president, treasurer 

Zale’s general office in Dallas. Thane PANTHER INTERNATIONAL LTD. 
and secretary of Gorham Manu- 
, —— ; , 21 West 47th Street 
facturing Co., and also vice-presi- ew. Vork 26: Mew York 
dent, treasurer and secretary of Judson 2-0411 











Gorham’s subsidiaries: The Gor- 
ham Co., Alvin Corp., Mt. Vernon 
Silver Co. He succeeds Lester F. 
Morse, who retired Sept. 1. 


David Anderson, who became vice- 

president in June in charge of 

Bulova Watch Co. plants in Provi- 

dence and Sag Harbor, has been Classified 

elected to the board of directors 

of Bulova Watch Co. of Canada, Pages 

Ltd. Other new Canada-firm board 

members: Bulova President Harry 

Bb. Henshel, Bulova Vice-President 
Ted Smart R. Harvey Whidden, and Canadian 

Sales Vice-President Fred T. 

Bailey. 


Starting on 


page 173 


NOW! For Your “ EXTRA Profits... 
ay 


A MASTERPIECE 
OF CONTINENTAL 
PRECISION 
ENGINEERING 





ADVERTISED IN 


DE LUXE 


THE MOST COMPLETE PORTABLE IN THE U.S. 
WITH ALL THE DELUXE FEATURES OF AN OFFICE MACHINE 
FEATURING — WORLD-FAMOUS “SKODA” PRECISION QUALITY 
* EXCLUSIVE on dg open or ly g ag 
° on? characters, segment shift, half ratchet 
— NO discount competition spacing, quiet light touch, smooth, 
trouble-free performance — Smart color. 


— EXCEPTIONAL profit margin ful case AND 8-piece deluxe cleaning 


— COST 35% — 45% LESS than ke — incl. 5-year parts 


comparable domestic makes. FREE ad mats, color cards, folders 


CASH IN NOW — write for special PLUS introductory Merchandising package! 


Also available: Same excellent quality machine with less features! 
Exclusive Importers & Distributors in the U.S. 


Joseph J. Laputka ROBINCO NEW YORK Inc., 5 East 17th St., New York, N.Y. 





JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
ERVICE 


Experience is the hall-mark 
of the times. 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
pany, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 


ing normally $500,000. 


One Close-Out After The 
Other For 1959 


Down To Key In The Door 


MIGHTY 
MAN 

‘0’ THE 
HAMMER 


AMERICA'S BEST KNOWN 
JEWELRY AUCTIONEER 


thank you wrote | Neilsen 

ville, Michigan, to one of the top 

ives of the jewelry world for your 

concerning Tom Faussett I found 

him » be everything you said about him 

and more. He is tndeed talented, honor- 
able and a man of bis word 


If, said Emerson, i man knows the 
law, people will find it out, tho he live 
in a pine shanty, and resort to him. And 
if a man can pipe or sing, so as to wrap 
the prisoned soul in an elysium: or can 
paint landscapes, and convey into oils 
and ochers all the enchantments of spring 
or autumn, ‘tis certain that the secret can- 
not be kept, the first witness tells it to 
the second, and men g0 by fives and 
tens and hifties to his door 

FOR WHAT OTHER REASON THAN 
PROVEN ABILITY AND HONORABLE 
DEALINGS WITH JEWELERS 
THROUGHOUT ALL AMERICA HAVE 
JEWELERS MADE A BEATEN PATH 
TO OUR DOOR EVEN THO WE LIVE 
IN THE SMALL CITY OF HOWELL, 
MICHIGAN? 


Forty years an advertiser with this, the 
oldest jewelry trade journal in America. 


THOMAS J. FAUSSETT 
921 FLEMING STREET 
HOWELL, MICHIGAN 





Personnel 











ch Co. recently an- 
following personne 


Li in 


Dennis A. Tracey has been named 
manager of the material sales divi- 
sion. He’s been in the material parts 
field, both as salesman and supervisor, 
for 10 years. 


Barry Gell has been appointed pro 
duction supervisor of factory opera- 
tions. He will oversee all assembly 
and factory operations, including pro- 
duction schedules, watch assembly and 
shipping operations. Gruen recently 
transferred all watch operations from 
Cincinnati to New York. 


Irving Storch was named merchan- 
dise manager for Syracuse Ornament- 
al Co., Inc. He was formerly with 
Fedway Stores. 


Irving Storch Louis di Cossato 


‘ 


Louis di Cossato has been appointed 
director of Italian operations for Bul- 
ova Watch Co. He was formerly sales 


manager in charge of European op 
erations for Olivetti. 


Donald P. Burch has been named 
merchandise manager for the watch 
division of Elgin National Watch Co 
He joined the company in 1957 as 
market research manager. 


Manheim Shuldenrein§ has_ been 
named regional sales manager of an 
eight-state area of the South by Bell 
& Howell Co. He was formerly a dis- 
trict manager in the Los Angeles ter- 
ritory. He will now supervise district 
managers in Texas, Oklahoma, New 
Mexico, Arizona, Loutsiana, Missouri, 
Georgia and Florida. 


Nat Lerner has been appointed mid- 
western sales representative for I. 
Roskin Co., New York ring manufac- 


turer. 


Philip Klein has been named sales 
assistant to Max Gershberg, genera! 
sales manager and partner of Lasko 
Strap Co. Klein will handle the dis- 
tribution of the firm’s line of “Neet”’ 
leather watch straps in New York, 
Philadelphia, Baltimore and Washing- 
ton. 


CAN YOU 
TOP THIS? 


A Case for AA? 


Even in these days of busy 
competition, one can find a rea! 
laugh or two... . One Saturday 
night, a slightly loaded cus- 
tomer came into the store bring- 
ing a watch for me to repair. | 
put the watch on our timing 
recorder and got the following 
reading: 











I could hardly contain myself 
when the fellow blinked at the 
reading, turned around, stag- 
gered to the door—then turned 
back and said: “Looks like 
we’ve both had too much; fix ’er 


,°? 


up! 





Manufacturers’ 





Hamilton has motion display for 


MTHORIZER 


new ‘Weatherproof’ promotion 
JEWRY ER 


Hamilton is using a motion display 


to help promote the 
he name “Weatherproof.” 
f 


special segment of the firm’s 


mens watch lines. all origin 
moisture-resistant class 

conventional. 

and electric models in a wide 
“Weatherproofs” intro 


a iced asSa complete line at Hamilton's 


yf styles and pl ice 


were frst 


Keepsake offers promotion kit 
to tie in with TV advertising 


Ke epsake has nrepared a speci: 
promotional material to aid jewel- 

ly with its national! 
nip of “Amerie: sandstand,” 


ABC-TV’s network 107 for teen 


cr ye " , 
eS lalli 


Spon- 


autograpn 

“Art of Dating” | : national sales confere in 

RJA shows } 
York. 

ing of the “Weatherpro 


the October iss 


nce 
Keepsake’s sponsorshi] [ wn at the 
can Bandstand” 
diamond 
A. H. Pond Co.., 


Svrac ince 


e 
magazines. Display 

features a working bal 
imprinted umbrellas for box 
Ad mats, self-mailers, radio 


] ; : = 
television scripts are avaliable. 


aA 4 cA 


Westclox has new package 
of plastic for its watch line 


[wo pleces of plastic with a 


Hammel, Riglander publishes 
manual on watch, jewelry repair 

Riglander & Co., New 
} 


maker, nas 


ninge make ompiete new Do» 
Hammel, 

Y ork materials 

published a 112-page merchandising 

manual entitled How to Make More 

Profits on Watch and Jewelry Re- 


was made by Farrington 
Needham Heights, Mass.., 


ised Dow Styron material in 


supply 
id fine grain plastic. 


] 
TOOIS 


latest in 
illustrated on 34 pages, with tips 
On how LO speed 


efficiency, 


up repairs, increase 
prevent comebacks. 

colored center section, 
“Quick-Fit Systems 
lists 2000 Swiss, 


The &80-page 
entitled Index,” 
German and French 
accurate mainspring 
interchangeability for 
staffs and stems. 

From your material supply house or 
Hammel, Riglander & Co., Box 100, 
Madison Square Station, New York. 


calibers, gives 


sizes, shows 


large segment of 
hich it has just grouped 


self-winding 


ranpe 


Folder-merchandiser holds 12 
newly introduced watch bands 
J-B’s rie 
(Folde) 
champagne and 
med with vinyl and metallic 
and holds 12 ladies’ and men’s 


. , 

‘ . . s+ “Ahan 

antique VW nice mer: nal 
" ’ 


diser 9) has veivet trays 


cnarcoal grey 


bands. 
The cha 
venetian finished bands; 


pagne tray holds four ladies’ telescope 


models, J-B’s new “Jetstream” series 


and new “Beaumont series. 


Total retail value of the bands on 
the folder is $102.95 The fold 
with the bands costs $89.40 Keystone. 


striputor. 


Sunbeam's new electric clocks 


retail from $18.95 to $27.50 
Tr} ree 


‘ > 


newly designed units of dec 
. , ; | 
ive ana Occasionai models nave 


added to Sunbeam’s electric clock 


The new models ret: 
»* - a ho = 
SIT SD TO SZi1.0U. 


In addition, a new kitchen 
mode! priced at $8.98 is aimed at the 
gift market and at what Sunbeam 
calls “the fastidious user purchaser.” 

Two of the new occasional clocks 
come in a gold-plated metal case with 
white silver dial and in a rectangula 
walnut or mahogany case with a gold- 
plated border and _ gold- 
plated hands. 


race 


aa 
OVa! 





Bell & Howell meets with 
dealers in 25 key areas 


& Howell’s marketing execu- 
and sales managers held open 
meetings Aug. 3l-Sept. 11 fo 
‘etail photographic dealers in 
‘vy marketing areas. 
Dealers were introduced to the 
firm's new product, sales and promo- 


£ ; - 1} , ” P +7 a ai 
iO}! tall, heard ail abdOuUut 


lion proyrams 


e big ““Partners in Profit’ fall mer- 
chandising campaign. 


Organizer of the meetings 


Top swimmers wear Croton G. Schreyer, vice-president 
watches in 25-mile grind keting. 
, Watch Co. got national! | 


watehes when the 17 swimmers inthe Silver plated hollowware line 

Atlantic City World’s Professional features Chippendale styling 

Swimming Championships donned Gemex's "Double Action’ display 
ior has lights, mirrors, motion 


? ‘ 


n vatches =f heir 25-mile 
around Absecon Island. 
> 


. , % y “nt : - ‘ . s = 
tatement LOLLOW ING t - ‘ Reig 4 (,emex ~ Do LDLe 


a 


, . j . ’ ie . : - ; mn 
La Ce Direc yr James : ‘ incorporates a mirrol!l 


AAU 

Toomey certified that the watches all % sm éuié bands are always hj; 

checked out a witn th f ; teal ED, display revolves. The 

the official timers. Z got al . motor-driven, interior-ligh 
W atch in nhoto was worn Vy ¢ A C ££ ee Oe ; ’ 7 pilfer-proof-mo inted and a 
+ ; < '. 


oO] the f 


female contestants. Idea was 7 . . e weo Ees {4 the rear holds a back-up stock 
devised OS Atianti Cty jeweiel 


Henry Gelula. x rs. 
ti 2 : Misc 2 4 3 


FO A limited-time special! 
; } Ate ‘ — — + | Fey IYnIrTe va 
Duchess Jewelry publishes He ie ibs fe bist died Lil© O1LeY ¢ xX pire . De Ge 
S83 13.20 Kevst ymne 
new watchbands catalogue | , | alae: ee 
| Reed & Barton recently introduced which nave a retall value 
jucness Jewelrv fo .: ) S00 ‘ : . . : . ’ RQ77 y ine 
QO) - H | “H % msg rs p a new 21-item line of popularly priced $377.90, depending upon 
bserver Hwy.., boken, N. J.. maker ‘Ls | P tha ais ~o hands 
Mgt 7 a ‘ep BACT Chippendale style silver plated hol- i tn ‘ free bands. 
Oo! Siimette watchbands for men aie (ontact 
+7 7 ° iOWW are. ie ‘ 


Tne 
your Gemex wholesale: 
and women, is offering its | 
Included in the group are five meat 
ll bands featured have the dishes, four relish dishes, three round ' 

a t Ronson's 1959-60 cataloques 
“custom-size” design. which trays, a gravy set, a bread tray and a 


a . witli, diate cover lighters, shavers, dryers 


mas catalogue to jewelers. 
A]] 


to add or remove links 
W hile the customer The new lit - will ne advertised in rhe 1959-60 catalos 


are available in various this month's issues of The New a t cigarette 


filled and stainless stee] Yorker and Gourmet magazines. 


Feature Ring prints more "Forever Together" folders 


hg — ' , . in ; | 2 
ME ny MR? , ! : : ¢ "4: “ ndlite windproof lighter. 


, | . ; 
lgniignts liquid-fueled po 


men, 4 
“Hoo i 'n 


Shine 


(Contact 


d.. Woodh 


py Horolovar introduces new size 
= ie | . se. let-down key for small arbors 


Horolovar recently introduced a 


new mainspring let-down k to fit 


e\% 
1 
a 


: > winding arbors of smal] clocks. 

> e. wy ae Specifically designed for the arbors 
; ,. of the new miniature and midget 400 
i ‘ ature ing : . iiustrated ter diamond and melee s1zes indicated day clocks. it wil] also fit small arbors 
folder for its “Foreve1 7 ogether” ring for each ring. of many other clocks, says Horolovar. 
lines, which serves both as a mailing Feature also offers various Hole sizes are 2.5 and 3.5. Each 


her” newspaper ad key retails for $1.50. 


> 


piece and as a counter sales help, h: “Foreve} 


yone into its second printing. mats 


old 1 Contact your material supply house 
a older illustrates a wide range Contact your wholesaler or Feature or Horolovar Co., Box 299J, Bronx- 
Forever Together” styles with Ring Co., 130 W. 46th St., New York. ville, N. Y 
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Atlanta Mayor gets token of to have often resulted in damage to Dennison passes design award 
regard from Golden Shield the finished wall and high labor costs. on to Sheaffer Pen Co. 
“In-A-Wall” clocks are wall flush 
and have fully guaranteed synchro- 
nous, if-starting, front-set move- 
| Utne ments. n a variety of styles and 
shh a finishes, they retail about $17.95. 
© > i. Contact Wisconsin Clock Co., Ine. 
alll 921 S. Second St., Milwaukee. 


mn 


19S: 


Speidel's ‘Twist-O-Flex’ bands 
introduced on network TV 


Golden Shield Cor p. recently showed Recently introduced on TV’s “The 
‘ice Is Right,” Speidel’s new “T wist- 
)-Flex’’ watchbands are said to be 


its appreciation to the city of Atlanta 

; for its successful sales show- 
by presenting Mavor Hartsfield completely adjustable, durable and On a recent 
ve, center) one of Ste qa] LPs ractica! (stainless stee] styles are Sheaffer Pen LO. plant in 

Lo} portable radios. Al Schacheman. inconditionally vyuaranteed against sOu, lowa, Raym nd E. Dowd 

‘orrosion) left), manager of 


re epre sentative, did the presenting. The bands are avallable in five pat di IVision of Dennison 
boro, Mass., presented Glen EK. David- 


irl? Mi ; Golden Shield herself. rns, from $4.95 to $9.95 retail. 
Golden Shield also recently an ounte} cards, window displays al d SON, Sheat fer’ S marketing direct rT fo. 
retail operations, the honorable men- 
tion award that Dennison won at the 
recent National Paper Box Manufac 
turers Association convention for ;: 


package designed for one of Sheaffe 


tin hiniarr see Carolina district sales 


nounced that it has swun: oduc iree mats are avalii » to back the 
facilities into hig 


‘welers an adequate supply of mtact your Speidel distribut 


transistor radios. table 


radios and four and six speaker 
r* 


ly : 

luring the com ; pen lines. 
PCan MINP ason, Zippo's Holiday Assortment The award winning box has a U- 
Manufactured by Sylvania Electric aimed at Christmas shoppers shaped platform and a transparent 
1] " 


eeve permitting visual inspection of 


, t« ' . ‘ ' . 
port - Nnonovradvns au 


Products, Inc., exclusively for Golden 
Shield, the line is sold only to credit 


} 
# VV oe on | ~ 


? 


the fountain pen at all 


+, : 
LIMeS. 


ad mats, radio and 
vindow streamers we . 
Pena necnie TA Lumin Jewelry Co. offers 
and mailers are avail- 
<< . > o 
) : religious jewelry catalogue 
A religious jewelry catalogue show 
ing more than 3000 crosses, 
rosaries and Stars of David } 


. from Lumin Jewelry Co., 
New ‘In-A-Wall' clock can fit oth St., New Tork. 
into one gang outlet boxes 


Zippo’s “Holiday Assortment” dis- 


play holds five lighters. { DRAMATIC \ 
lesion ; fi : (? ‘1s as 1] ; Si les 
Designed 1 hristmas gift iles, NEW 


the display consists of a green tree 


with red trim. Entire unit measures | Fig Chal Cat — 

10 in. x 12 in. ’ 
- ) wha Daamad | 
he display is free with lighter \ 

assortment. Gift boxes are included. ; 


act Zippo Mfg. Co., Bradford, 


A new “In-A-Wall” clock kit wit 
a synchronous electric movement smal Ansco adds ‘Cadet Reflex’ 
enough to fit into an existing one to its line of still cameras Kaspar & Esh display boosts 


gang outlet box has been introduce . yee , new ‘Oval Diamond amg line 
hy the Wisconsin Clock Co. Ansco, Binghamton, N. Y., hi 
- According to the manufacturer. the troduced its newest still camera: the Kaspar r & Esh ts offe 
ideal recessed clock movement should “Cadet Reflex,” to retail for $10.75. and satin display free 
be simple to instail into any wall and The camera has a pointer setting chase of three of the 
small enough to fit into an existing for color or for black and white, takes “Oval Diamond Rin 

one gang outlet box. Up to now, says 127-size roll film. Display points out 
Wisconsin, all of the recessed clocks “Cadet Reflex’? camera outfit, which monds yA eae large! 

on the market contained a movement cost $15.95 retail, contains’ the stones of the same weilgnt 


too large to fit into existing one gang camera, a flash unit, a carrying strap, Contact Kaspar & Esh, 


_ 


boxes. Installing a special box is said ilm and bulbs. 6th St., New York. 





Rotating Christmas tree is one 
of two available ring displays 


This rotating Christmas tree dis- 
play is one of two seasonal units 
avallable from Columbia Diamond 
Rings. 

The units, says Columbia, were de- 
signed to convert passersby into win- 
dow shoppers through the magnetic 
appeal of light, color and motion. 

The Christmas tree display holds 
six diamond boxes and is decorated 
with multi-color sequins and silver 
fiakes. A lighted nameplate casts a 
changing color glow over the entire 
init. 

A second unit, called the “‘House of 
Diamonds” display, features a stylized 


version of a jewelry store done in 


Colonial architecture. In the window 
of the store is a spotlighted diamond 
set and an angel. Santa Claus stands 
in front of the window. 

Contact Columbia Diamond Rings, 
134-20 Jamaica Ave., Jamaica, N. Y. 


Forstner says teen-age contest 
has large number of entrants 


Forstner, Inc., says entries in its 
‘Pat Boone Teen-Age Jewelry Con- 
test’ are pouring in at “tremendous 
rates. 

Consisting of 80 prizes—from a 
$1000 college scholarship and week- 
end in New York as Boone’s guest to 
14K, sterling and gold filled Forstner 
jewelry—the contest is being handled 
exclusively by retail jewelers and is 
open only to teenagers. 

The retailer from whose store the 
first prize winner acquires an entry 
blank will win $1000; all other re- 
tailers through whom the other 79 
winners enter the contest will also 
win prizes. The contest closes Dec. 1. 

For further information 
Forstner, Inc., Irvington, N. J. 


contact 
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Bulova will sponsor TV show 
“People Are Funny” this fall 

Sponsorship of Art  Linkletter’s 
“People Are Funny” television show 
will spearhead Bulova’s 1959 fall ad- 
vertising campaign. 

In phot , Linkletter checks jeweled 
watch features with Bulova Board 
Chairman Gen. Omar N. Bradley. 

Bulova will also run color ads 
national consumer magazines, will 
phasize the importance of 
high-quality through 


en- 


buying 
] 


watches loca! 
jewelers. 

All ad campaigns will be coordi- 
nated with special merchandising ma- 
on Christmas 
watch, new 


terials for jewelers 
layaway, fall “feature” 
radio and related product promotions. 


> 


» 


- 
& 


Pingu eo ihegud!, Bee 


a 


¥ Usegant Naat 


Sasheen introduces 
“Classic” ribbon line 


A premium line of “Sasheen” brand 
Christmas ribbon called the “Classic” 
is being produced by Minnesota Min- 
ing and Manufacturing Co., St. Paul, 
Minn. 

Line has 10 patterns and 
combinations, including: a snowflake 
pattern printed in heavy metallic sil- 
ver on blue and on red: season’s 
greetings pattern in silver on green 
and on red; four metallic stripe com- 
binations of silver on white, gold on 
gold, gold on green and silver on red; 
a silver; a gold. 


color 


Ribbons are available in commercia! 
size rolls from Sasheen distributors. 


‘Music to Shave By’ offered 
by Remington in magazine ad 


A special pre-Christmas promotion 
featuring a phonograph record that 
will appear in a major consumer mag- 
azine will cost Remington Rand Elec- 
tric Shaver division of Sperry Rand 
Corp. over $1 million. 

temington has scheduled the Co- 
lumbia recording—called “Music to 
Shave By”—for the December 8 issue 
of Look magazine, on sale at news- 
stands November 24. Bing Crosby, 
Louis Armstrong, Rosemary Clooney 


and the Hi-Lo’s are featured 
recording, which Can de detached 
he magazine and played on a 
record player. 

According to Robert P. Clarke, 
Remington advertising manager, 
played only once, with two 
listening, his recording, 


double spread In 


} 


, ld d , 
pears, snouid deliver at 


1 } } 
lion reader ani 


Kreisler's new mat book now 
available free to jewelers 


Kreisler’s new retail mat bo 
the 1959-60 selling season 
available free to jewelers. 

The new book shows the cho 
mats available for the entire new lin: 
of K reisler watch bands for men and 
women and for all lil 
lighters. In addition, copy 
starters are available for special! 
season and holiday retail ads. 

Contact Advertising Department, 
Jacques Kreisler Mfg. Corp., North 
Bergen, N. J. 








Rolfs designs two new and gree niente tie for the ultra- 
segs ‘e * sonic cleaning ort jewelry. 

Fitalls” travel kits Jewelry is placed in the one-quart 
stainless steel round tank. Generator 
switch is turned on; rest is automatic. 

Unit costs $179.50 with tank cover, 
quart of Ellanar jewelry cleaner and 
jewelry holder. One year guarantee. 

Contact L & R Mfg. Co., 577 Elm 
St., Kearny, N. J. 











Lucien Piccard introduces Prices range from $75 to $195 key- 


i ; oot as stone per initial. Each is about one- 
palladium-and-diamond initials ae and 
Rolfs of West Bend, Wis., is now A 


half inch by one-quarter inch and 
' new line of diamond baguette ean be used with cuff links. tie 
marketing two new travel kits made 


initials made of palladium is being or with women’s charms and loc! 
) ~~ made by Lucien Piccard Watch Corp., A direct mail campaign is 1 
vinyl linings. a ee . ) 

eee. tea | New York. ing the line. 

Fitall,” on left in photo, features 
a closure that snaps open, flips shut. 
fodel has a tuck-in lock, comes in 


ostrich grained cowhide, mellowhide | i) 
or California saddle leather. Retail | 
price is $12.50. | Vv 
Model on right is of mellowhide, col- | 
lapses to the height of its contents, | | 


has a zipper side pocket with special 


in top grain leathers with washable 


side compartment for cuff links, other 


sma Ronen cycles wor king for me” 


New line of religious medals 
introduced by Flex-let 


A brass display unit is given free 
with every assortment of 12 medals 
from Flex-let’s new line of sterling 


reports Stanley Jewelers, New York 21, N. Y. 


salads a diitiein alii “She came in for a watch repair, 
stayed to have a ring cleaned, didn’t 
leave ‘til she bought a charm bracelet. 
That’s how my HERMES SONIC 
JEWELRY CLEANER works for me. 


Customers are impressed, seeing it in 





action.” 


d wh leani ion! 
Gnd what a cleaning action! 
The display is shaped like Sensing 


thedral and shows six medals. * Out performs all others 
Each medal is packaged in a satin- 


lined leatherette box. ¥%& largest ultrasonic cleaning surface 
Contact Flex-let Corp., 580 Fifth , P ‘ 
Ave. New York oneal % Clocksize cleaning jar 
¥%& Requires no special solutions 


L&R offers “Ultra-Cleen 32" % No connecting cables 
for ultrasonic jewelry cleaning 


FREE TRIAL...ask your 
Hermes representative 


or your wholesaler, or 
use the handy coupon. SONIC 
CORPORATION 








HERMES SONIC CORPORATION 
13-19 University Place, New York 3, N. Y. 


Gentlemen: | want to test the new HERMES SONIC 
Clocksize Machine in my store, without obligation. 


Clocksize Machine 
#1060... $225. 


Name 


Address 
City Zone State 


L & R’s “Ultra-Cleen 32” is a self- 
contained, fully-automatic generato1 

















Steelman introduces new line 
of stereo, monaural portables 


lo 


Phonograph & Radio Co. retails from 
$19.95 to $149.95. 

The line includes model 552, a 
portable unit with two detachable 
speakers and a FM/AM eight-tube 
radio ($149.95 retail); model 406, a 
four-speaker phonograph with two 
duobilt speakers, each containing an 


~<o 


phonic 
$19.95 to $49.95. 


and a selection of high fidelity mono- 


portables that retail from 


Contact Steelman Phonograph & 


Radio Co., Ine.., Mt. Vernon, N. 7 


eight-inch woofer with coaxially Boy on bouncing stick helps 
mounted tweeter, and two four-inch sell Elgin's shockproof models 
mid-range speakers ($149.95 retail); \ 
model 405, a_ self-contained stereo- 
phonic high fidelity automatic portable tional Watch Co. is being offered 
with detachable side speakers ($99.95 illustrate the shockproof qualities of 
retail); model 202 (above), a saddle- Elgin watches. 

stitched zipper-cased stereo unit with 

a detachable speaker ($44.95 retail); 


new motion display dubbed 
“Pogo” by salesmen of Elgin Na- 


, 
if 


A new line of portable phonographs 


introduced recently by Steelman 





\ 
\ “DuraBalance,” Elgin’s patented as 


' . &é 
Ou 1 smile all the way ‘ sembly, is featured heavily in the 
to the \ bank” 
\ 





copy, as is the lifetime guarantee 
Elgin offers consumers through it 
lealers. 

Pal Goldsmith's 92 years experience in \ Elgin will stress DuraBalance in 
\ TV, magazine and display advertising 


\ this fall. 


is reflected in the size of the checks |\ 


refining and valuing jewelry scrap ofall kinds 


that we send you for old gold, gold filled \ 
and plated scrap, optical frames, sweeps, sink 
settlings, filings and polishings. \ 
CONFIDENT is the word that best \ 
describes the feeling of those who are \ 
familiar with our service. \ 
COMPLETE SATISFACTION expresses \ 
their personal gratification with our pay- \ 


ment and promptness. A trial will 


mean a smile of pleasure for you, too. | 


/ New storage cabinet available 
F for ‘Roto-Shine’ shoe polisher 
i Ronson has introduced a hand-fin- 


~ ished beechwood cabinet with footrest 


a ' 
electric 


ee ee ee a a ee for storing its “Roto-Shine” 


shoe polisher. 
, B 
YtOd. 
SMELTING & REFINING CO. 


111 N. Wabash Ave., Chicago 2, Illinois : 74 W. 46th St., New York 36, N. Y. 





The cabinet has molded plastic nest- 
ing compartments for the polisher and 
its accessories. The lid features “con- 
venience holes” to accommodate shafts 
of brushes or buffer while the “ Roto- 
Shine” is in use. A full-color display 
under the lid which gives instructions 
for using the polisher makes it, Ron- 














son says, ideal for use as a self-dis- G. E. makes smallest radio Westclox sponsors TV specials 
ay unit on counters and in windows. . . °. 
pay UNE On COUNSErS & Hipp: in two transistor models to back new watch, clock lines 
Che cabinet, with ‘‘Roto-Shine,” re- - | 
tails for $23.50. Alone, the cabinet A new shirt pocket radio, said to Three network tele vision specials 
sells for $4.50. The ‘“Roto-Shine” be the tiniest General Electric radio will introduce Westclox’s pre-Christ- 
sells st parately for $19.95. 


Contact Ronson, Woodbridge, N. 


made, has been introduced by the mas watch and clock promotion. 


radio receiver department. “The Bells of St. Mary’s,” the first 

retails at $34.95. f the series. will be shown on Octobe! 
The radio weighs 11 ounces, has six 27 (CBS); “Miracle on 34th Street 
transistors plus a crystal diode. It on November 27 (NBC); and “The 


Cobb display introduces comes in charcoal gray and gold Philadelphia Story” on December 7 
new snapshot- -holding charm ei F800) and in dive and ¢ : ce eer tod aes 
(model P&831). It ls 2% Incnie \ c. ne newest VaALC! iine including 
W. R. Cobb Co., Providen R. 1., %, inches high, 1%4 inches thin. he “Lancer” for men, the “* 0g lett ‘s 
las introd ced th} small six-piece Contact G.E.’s Housewares a1 and “Ballet” for women, and t 
counter display for its new “Photo Radio ee et division, 1285 Boston tery powered “Tsotron” Pree Wl 
Charm.” Ave., Bridgeport, Conn. featured on the shows. 


‘’! . | ‘ 2 
od OY & fpf)... fe 
ef ball others oi pee 
PHOTO CHARMS _ iim 


(mot 


Puma «s o Leved Ones 


ae Near Be Cow Crmrrn Brace at 


~+tcCcoesene+ Vm a 
ie fo pf 
- 
pipe smoker. 
Charm holds snapshots under crys- id , k f 
tal, has space for name and date en- | i t as or 


graving fo ac! snapshot. It is avall 


ah ’ 2K vellow gold filled, sold in 445 > 77 
i le in | rs “to go! fill 5 ie just 9 lighter 


a display of o retailer for 


Keystone. Retail $3.50 F hd per charm. 


i! ica a itor. 


Mido kicks off fall campaign 
with consumer magazine ads 


A full page ad in Life magazine 
headlined “‘A Gift Guide to Self-Wind- 
ing Watches” will spearhead Mido’s 
fall pro motion program. 
The ad 1 be repeated in regional! 
editions - garter | a Pid Pos 
and Reader’s a in et ir, No- 
vember and December. 
A newlv } a mat rylee will Yes, Mr. Dealer — when it's 
enable retailers ba tie tn with the ne. a pipe-lighter he needs, it’s 
tional advertising campaign. oe oe eo 
Contact Mido Watch Co. of 7 JET LIGHTER he wants. 
| ieee » VA sa! Just show a Beattie-Jet in 
ica, Inc., 580 Fifth Ave., Nev ork. action —and man, you've got 
a quick sale! Held upright, 
the Beattie functions with 
conventional upright flame 
Swartchild mails holiday book for cigars, cigarettes. Tipped 
. . slightly, it creates the unique 
of sales aids, merchandise ri that aims into sine. 
Chicago material! bowl. 
supply house, has mailed a 126-page Perfect also for: lighting 
“aid-to-holiday-selling” book to all its campfires, fireplaces; as a 
istomers. “torch” for soldering jobs; 
The book shows complete lines of blackening gunsights; thaw- as” Aas a 
fall and Christmas display material. ing out frozen car-locks. / Be NEW 3-LIGHTER 
: bags (NATIONALLY ADVERTISED! Eom DISPLAY! 
and ties, trays, jewelry boxes and ” 7 only 8”x8” 
other supplies. or" - (Shipped with any $ 
: lightera you choose) 


vt indow fabrics. festive paper, 


Re-sale section features watches, | 
diamond ring sets, pearls, watch Ss : Retail at $6.95, $8.00, $8.95. 
bracelets, charms, men’s. jewelry, Write sili for catalog sheets, : $9.95, $11.95, $15.00, $21.00, $49.00 
clocks and other items. full information of complete line: IF UNAVAILABLE FROM YOUR JOBBER, ORDER DIRECT. 


6 oe ae eae nace SwartenilG | BEATTIE JET PRODUCTS, INC., Dept. JC 19 East 48th St., New York 17, N. Y. 
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Fifth in a series of articles, explain- 
ing methods of waterproofing; 
practical tests for tightness; and 


servicing hints. 








ALL ABOUT WATERPROOF WATCHES 


if B. Fried 


Horological ( ‘) 


’ , 

lit Previous @i 
‘ 

ye ‘ (j med 


os ples gove rning mir avd care press 
} ls ; ; “»/ 
devices used in tesi ing u “ire Droot u atehe anda exyptaine 

- 4 P ‘ 4] > 
POariowus Ways OT Gaske rliig CU S¢ HOCKS. Hi. aE girs fis 
month x discussion mith aL tiie 


mate rproofng fhe winding 


@ One of the most neglected parts of the water- 
proof case is the crown and crown pipe. Water 
entering through the crown immediately attacks 
the winding and setting mechanism. While the 
crystal and case back, once inserted, remain sta- 
tionary and, if sealed properly, require little at- 


WATERPROOFING 3 (y= RETAINING 
SLEEVE GASKET Tyee RING 


CASE 
PIPE 





NAAN 


WY 


Figure 19. Some watches have their winding sec 
tions waterproofed with a gasket in the form of a 
Sleeve lining the case pipe 





tention (unless the case is opened), the crown Is 
constantly being turned, pulled out into the set- 
ting position and pushed back into the winding 
position. Thus the crown and its gasketing must 
incorporate an excellent seal against the entry of 
moisture. 

One method of waterproofing the winding sec- 
tion of the watch is by gasketing the crown pipe 
of the waterproof case (Figure 19). Here the 
gasket is a plastic, rubber or cork sleeve lining 
the inside of the case pipe and held by a metal 
retaining ring. The crown has a long neck so 
that even during the setting position a_ seal 


against moisture is maintained. 
In a typical waterproof crown the gasket is a 


tubular rubber, cork or plastic material which 
surrounds the crown neck. The gasket is con- 


4 


tained in the crown by a ring washer which is 








(WASHER) 


Figure 20. The gasket is heid in the crown by a 
retaining washer which, in turn, is kept in place 
by friction or by some of the crown’s metal bur 


nisned over its eage 


’ 
| 


held in place by burnishing some of the crown 
metal over its edge (Figure 20). In some cases 
he retaining washer is threaded into the crown 
in order to compress the gasket slightly and have 
it present a tangent, or curved, surface to the 
Case pipe (Figure 21). Thus, should the gasket 
wear a little bit, tightening the washer would 
cause it to bulge out enough to compensate for 
any wear that might have occurred. However, 
in practice, the washer becomes loose with the 
constant winding and setting of the crown. 

At present, many watch companies are using 
the O-ring tvpe of gasket for the crown (Figure 














Figure 21. In some cases the retaining ring is 


y 
hreaded into the crown in order to compress the 
gasket and have it present a curved surface to the 


case pipe. 


22). The O-ring is held into the crown by a 
retaining washer. When the crown is not in the 
watch, the O-ring is not compressed (Figure 23). 
When the crown is fitted into the case pipe, the 
pipe compresses the gasket so that it seals off 
every moisture avenue (Figure 24). The O-ring 
is made of a black rubber compound, silicon 
treated to aid in its water-repellent duties. 


Bell-Shaped Crown Gasket 

Another type of waterproof crown features a 
yasket in the form of a bell-shaped tube (Figure 
25). The brim of the “bell” is gripped between 
a shoulder of the crown and a retaining washer. 
When the crown is fitted over the case tube, 


Figure 22. The O-ring type of crown gasket is 
both durable and pliable. 


~ 
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Figure 23. The O-ring crown gasket is not under 
pressure until the crown is attached to the case. 


the washer is wedged between the case tube and 
the crown neck forming a waterproof seal (Fig- 
ure 26). 

Another type of crown, quite different from 
the others, is used in Rolex waterproof watches 
(Figure 27). The ‘‘Twin-Lock,” as it is called, 
has gaskets both in the crown and in the case 
pipe. The crown is screwed onto the case pipe 
after the winding and setting operations. This 
causes the flat gasket (A) at the base of the 
crown to be compressed, sealing off a possible 
water or moisture channel. Even should water 
somehow pass this gasket, it would still have to 
contend with the O-ring (B) in the case-pipe (C). 
The case-pipe itself is threaded into the case (D). 
When the watch has to be wound or set manually, 
the crown (E) is unscrewed. The spiral spring 
(Ff) pushes up the sleeved crown tube (G) and 


167 





the winding operation can take place. If the hands 
have to be set, the crown is pulled further out- 
ward. After winding or setting, the crown is 
depressed as far as it will go and then threaded 
securely on the case pipe. It is claimed that the 
unit will still be waterproof if the crown is in- 
advertently left in the unscrewed position. The 
patented Rolex ‘‘Oyster’” features this type of 
crown and gasketing. 

In replacing crowns, it is important to observe 
some common sense rules to obtain and maintain 
First, the must be 


waterprootfness. crown 
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Figure 24. When the crown is on the case, the 
case pipe contacts the O-ring gasket and forms a 
moisture block 


threaded onto the stem so that it is at right angles 
to the axis of the stem, or else a clear avenue for 
moisture wil! exist (Figure 28). Secondly, the 
crown must be just clear of the case when it is 
in the winding position. If it is too far above the 
edge of the case, moisture will have a pathway 
(Figure 29). 

When, in replacing a crown and stem, vou find 
that the crown will not go down far enough be. 
cause of the length of the case pipe or because 
of a new stem, change the crown for one that fits 
all the way or adjust the new stem’s length. A 
good method is to place the crown on the case 
pipe before fitting it to the stem. See whether it 
seats far enough to almost touch the case edge. 
Some watchmakers cause themselves a great deal 
of trouble by filing the case pipe short to accom- 
modate a new crown. This results in an other- 
wise good waterproof case becoming damaged 
and admitting moisture (Figure 30). 

















Figure 25. Cross section of a crown with a belil- 
shaped gasket 


Choose the Proper Crown 

Select the crown to fit the stem and case pipe. 
If the case pipe is high, pick a crown with enough 
height to be fully seated. If the case pipe 1s thin, 
select a crown with a gasket that will make proper 
waterproofing contact 

When replacing a movement into a waterproof 
case. some watchmakers make the error of align- 
ing the movement with the case pipe by insert- 
ing the stem into the case pipe and then into the 

By using the stem as a miniature 
they shift the movement 


movement. 


crow-bar, over into 
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Figure 26. A seal is formed when the case 
contacts the gasket 


alignment. This is a poor and damaging practice 
because : 

It causes the case pipe to become distended or 
ovalized and renders it unfit for waterproofing; 
it causes burrs and scratches on surfaces that 
must be smooth; it does not allow a smooth wind- 
ing and setting action since the movement Is not 
aligned properly; it causes compression on one 


- A 
a 





Figure 27. The Rolex ‘‘Twin-Lock’’ crown. Bot 
the crown and case pipe are gasketed. 


side of the crown gasket and leaves the other side 
with little or no tension to seal off moisture; and 
it causes the stem to slant in the case pipe and 
the crown to be at an improper angle to the case 
pipe axis. It does not take much effort to place 
the movement into the case so that its stem hole 
is perfectly aligned before replacing the stem and 


crown. (Figure 31 shows an example of a case 





pipe not concentrically aligned with the crown.) 

Putting silicon grease on the case pipe before 
replacing the crown will make winding and set- 
ting easier, preserve and lengthen the life of the 
gasket and aid in preventing the entrance of 
moisture. 


Case Pipes 

Sometimes when tests reveal that the watch 
case is faulty at the winding point, the crown is 
most suspect; but, in actuality, the case pipe 
may be faultv. It might have been a replacement 
that does not form a perfect bond with the case. 
To test for this, remove the movement and close 
the case. Now, instead of replacing the crown, 
plug the case-pipe hole solidly with a piece of 
plastic or rubber. Then perform one of the tests 
for waterproofness. If bubbles come out of the 
junction between the case pipe and the case, then 
the case pipe is at fault, or there is a hole in the 
case. 

Case pipes can be obtained from the case 
maker. While they are slowly becoming standard- 
ized, many different case-pipe sizes still exist. 
Therefore, accurately gauge the case pipe or the 
hole and place your order by the millimeters. 
When inserting the case pipe make certain that 


it is ‘on axis” and not at an angle. Do not squeeze 


Figure 28. If the crown is not threaded at right 
angles to the stem, the gasket will not envelope 
the case pipe 














Figure 29. The crown must be seated properly on 
the case pipe. If not down far enough, moisture 
may enter the movement. 
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Figure 30. If the case pipe, in order to fit a low 
type crown, is filed too far, the gasket may not 
make effective contact. 











Figure 31. in placing the movement in the case, 
make certain that the stem is_ concentrically 
aligned with the case pipe and the case pipe 
aligned with the crown 


or pinch or hammer it. And, of course, do not 
file the case pipe for any reason. Make certain 
that the case pipe is seated to its proper depth. 
It may be twisted into its case holes if it is first 
fitted to a lathe chuck of the exact number in 
millimeters as the case pipe and, while held in 
the lathe, twisted into place. For example, if the 
case pipe is 2.50 mm (a popular size) the lathe 
chuck number should be 25. 

Case pipes should be replaced if they are nicked, 
badly scratched, ovalized or too short from filing: 
efforts to dress them are not likely to produce 
successful results. Return defects to the factory 
where the case was made and where facilities 
and specialized knowledge exist. a8 
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WORK SH O P 
QUESTIONS 
and ANSWERS 


CLEANING PROBLEM—For vears 


I have been cleaning watches 
with a solution that is made up 
acid, acetone, ammonia 


This has 


of olel 
and water. always 
done a good job as long as I use 
it with a rinse known as Gulf 
have not 
able to obtain the rinse lately 


GassO-clenz. I! heen 
and | substituted hbenzine. Since 
I have doing this, the 
watches come out a dull finish 


poor. 


pee? 


and the cleaning iob is 
give me a formula for 


that I can use with an 


Can vou 
the rinse 
old-fashioned cleaning machine? 
—— 1 ed South 
Carolina. 


Anse f Since 


\Miorton Jewelers, 


your cleaning 
solution is a water-based com- 
pound, vou cannot use a petro- 
leum product as a rinse, as this 
will cloud up the solutions, un- 
less vou spin off the cleansing 
solution rapidly and completely 
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before you place it in the first 
rinse. Also, your first rinse will 
contaminated rapidly. 
Some watchmakers in your posi- 
tion have used a solution known 
as Salvorsal. However, it is our 
contention that a good commer- 
cial cleaner used with the same 
company’s rinse is more uni- 


become 


form, gives more consistent per- 
formance, is safe to use with the 
machine and involves the watch- 
maker in less complications. 


THREE- MINUTE HOUR GLASS: 
Where can I get a three-minute 
hour glass that is accurate ?—G. 
Y., Ohio. 


Write Greenhill & 
Rogers, 670 Lexington Ave., 
New York, or Harson Mfg. Co., 
264 Canal St., New York. Re- 
member, though, accuracy in an 
hour glass is hard to obtain. I 
would say that a latitude of fif- 
would be fairly 


Answer: 


seconds 
close timing. 


teen 


WATERPROOFING [ have just 
finished reading your article on 
waterproofing. This topic has al- 
ways been a sore spot with me, 
as I have no way to determine 
whether a watch is waterproof 
or not. The only method I have 
is to place the watch on a light 
bulb and then drop it into a 
glass of ice water. I know it is 
crude, but it is the best I know. 
What is the advantage of the 
vacuum type testing device over 
the pressure type and where can 
[I buy one? Can I obtain draw- 
ings so that I can make my 
own ?—K. C. Smith, Alabama. 

Heating the watch 
will only cause water to enter 
the watch if you dip it into ice 
water afterwards. Heating the 
watch by itself is of any value 
only if there is water already 
inside the watch. Heating the 
bottom of the case will cause 
condensation to appear under 
the crvstal (if water is inside). 
The vacuum test is quicker. The 
pressure test is safer and can 
test for great depths, while the 


A WSWerT-: 


vacuum test theoretically can 
test only to a depth of just over 
33 feet. Machines of the vacuum 
tvpe are marketed by Rolex. A 
good pressure type is marketed 
by Mido and by Bergeon. Both 
are obtainable through your lo- 
cal watch material jobber. Blue- 
prints aren’t necessary. All you 
need is a good bike tire pump 
for the pressure test or a vac- 
uum (suction) pump for the 
vacuum test. These should be 
connected to a gasketed trans- 
parent cylinder from which the 
watch is suspended. For a sim- 
ple test, 
waterproofing. 


read our articles on 


INACTIVE WINDER?: One of mv 
customers recently brought in 
a self-winding watch that he 
gave to his teenage nephew. The 
watch runs well while the young- 
ster wears it but, despite the 
fact that the boy is very active, 
it does not get sufficiently wound 
up. It has a limited rotor with 
Why does this 


adequate 


bumper springs. 
watch not 
winding on an active young 
man's wrist ?—J. C., New York. 


receive 


Your customer's 
nephew is probably left handed. 
A left handed person wears his 
watch on the right wrist. Thus 
the rotor does not hang down 


F | Wswer: 


and swing with every bit of mo- 
tion; rather, it is always on top, 
resting on one of the bumper 
springs. The swinging weight 
never gets to fall over and wind 
up. Have the young man wear 
the watch under his wrist 01 
have him change it to his other 
hand. 


CLOCK STOPS—I have a minute 
repeater, 18 size, in a gold hunt- 
ing case. It has a calendar with 
Further- 
more, it is a chronograph with a 
minute 
time. The movement has no se- 
rial number, nor are the number 
of jewels listed. The name with 


moon phase section. 


elapsed 


recorder for 


a gold medal exposition inscrip- 
tion is Galli, Zurich. Is this 
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condition of a watch, | eer - ench space 
their value in time and 
money is inestimable. 


WATCHMASTER dot 
records are accurate to 
1 part in 100,000, 
guaranteed. 
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CLEANER 


American Time Products, Inc. 


580 Fifth Avenue, New York 36, N. Y. 
Gentlemen, — Please arrange a demonstration of the 
Drum or [|] Tape WatchMaster [] Ultrasonic Cleaner. 
_ Name 
Store 
Address 


ty, State 











CRYSTAL 
RHINESTONE 
ASSORTMENT 


ORDER FROM 
YOUR NEWALL JOBBER 
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me NEWALL wrcco. 


¥ 


THecaco? Ar + 








\: 


full information 


and free samples os 


—,/ 


JULES BOREL & CO. 


1110 Grand Ave.. Kansas City. Mo 
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We repair all types of cases, chrone- 
graphs and stainless, and make coil 
springs for cases. We also sell used re- 
placement movements 


Write for Information 
BECKER-HECKMAN COMPANY 


29 East Madison Street Chicago 2, Illinois 





around 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 








Students may enrol! af any time of the yeor 





company still in business? Are 
these still made ?—Steve Nemeg, 
Minnesota. 


Watches such as 
these are still made on order and 
are quite expensive, costing over 
a thousand dollars in a plain 
gold case. The Galli company is 
not listed among current watch 
manufacturers. 


Answer: 


CONDENSATION: Recently we 
have getting a lot of 
‘“waterproot’ watches with con- 
densation collected under the 
crystal. What causes this con- 
densation?—D. P., Indiana. 


been 


Answer: Simply, the watches 
not waterproof. Moisture 
and humidity are leaking in. 


are 


MAINSPRING LUBRICANT: Where 
can I buy a lubricant for auto- 
matic watch mainsprings called 
molybdenum disulfide? — J. P.., 
[llinois. 


Answer: Use Hamilton “Synt- 
A-Lube” or Moebius mainspring 
grease. The lubricant you men- 
tion is a chemical compound not 
commercially available. 


I have 

acquired a Hampden 

watch, model 218163. It is 

marked “Springfield, Mass.” It 

needs a new face and a winding 

key. Where can I obtain them? 
J. L., Idaho. 


HAMPDEN WATCH PARTS: 
recently 


Answer: The watch was made 


1880 (watches made by 
Hampden after that bear a Can- 
ton, Ohio, mark), but your sup 
ply house may be able to supply 
parts from old watches. 


restions ta He sii / 


mdaaie J 
rotogical 
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JEWELERS’ CIRCULAR-KEYSTONE, 100 
BE’. 42nd St., New York 17. 


who wish ai air maile d reply should 
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More Profit with 
ideal System 


By a 


THE 
IDEAL 


Sample entries show SYSTEM 


how to keep this simple record 


Designed Especially for JEWELERS 
‘You'll 
best profit opportunities are, when you 
keep your business and tax 
this easy “do-it-yourself” book. No 
bookkeeping experience needed. Especi- 


e@ ° | : | 4a 
ally designed for Jewelers and watcnh- 


see where to cut costs,where your 


- + 
records ili 


repairers. Used in thousands of jewelry 
stores. From America’s largest publish- 
ers of simplified bookkeeping systems. 
-ecommended by bankers and account- 
ants. Order from your stationer, $3.50 
and up. If he doesn’t stock, write fo 
full information to The IDEAL SYSTEM 
Company, 2437 West Pico Blvd., Los 
Angeles 6, 


Now at most Stationers 


ACON@ 


THE GUARANTEED WATCH CROWN 


7 y ~) » 
ACON watc crown co. 
50 Eldridge St., New York 2,N. Y 
Manutacturers of Gold Filled Crowns , 
Complete fine including waterproofs 
Sold through Wholesclers & Jobbers 


HOROLUBE 9-C 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 
AT WHOLESALERS OR DIRECT 
2 or. Bottle $2.25 * Send for Detoils 


California. 


THE HOROLOVAR CO., BRONXVILLE, N.Y 





SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 


Our graduates pass H.!.A. and state exomina- 
tions and are in great demand. 


Send for free Catalogue 


"Your Future & Our School’ Bowmen Bidg., Lancaster, Pa. 


Joha J. 
Bowman 
Director 


Bowman 
a? 

Registrar 
PP 


Courses Approved for 





Vetercas & State Rehabilitation 











CLASSIFIED ADS 


RATES AND REGULATIONS pi trian MANAG AK bt OKKEEPER 


Remittance in Advance : ree ; we : _bayroll, taxt ; Ox: 
. » > = o e Trice rate pers nable, AAA ’ ret 
SITUATION WANTED’—Regular type $2.00 first 25 words; addi- erence; call evenings, TWining 6-49 
tional words, 10 cents per word. Heavy type $7.00; addi- eee eee 


tional words 25 cents per word. | AP ra 
“HELP WANTED"—"LINES WANTED” —and “SIDE LINES”—Regular type $4.00 Ses rene 
first 25 words; additional words 15 cents per word. Heavy . be 
type $7.00 first 25 words; additional words 25 cents per 

word. BOOKKEEPER 
ALL OTHER HEADINGS—Regular type $8.00 first 25 words: addi- diamo! 
tional words 25 cents per word. Heavy type $12.00 first 25 
words: additional words 30 cents per word. 


onsidered 
W ‘Zz 


‘ xX pe 
’ 


® Name, Address, Initials and Abbrevia- e Advertising matter addressed to classi- 
te neecheadl: sate deel fied advertisers will not be delivered. 
Classified ad form closes 10th of the 
e If answers are to be forwarded, 20 cents month preceding date of issue. 
\ box number when used in ad counts 
; is five words, that is, “Address #13. 


© No Agency Commission. care of J C-K.” 


extra to cover postage must be enclose 


} r ‘Fy 1 » J J — cc es , . * 
In answering Box Vumbers aQada>ress envelope Box ". care of Jewelers 


; , os _ y:.. > , » 
Circular-Keys one, unless otherwise ti tructed. In answering ads, do not enclose 


OTIiZ ff etter or res Omimendartons 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 











Situations Wanted 


A-l ALL AROUND Jeweler in gold. 


platinum, diamond & stone setter: 


TOP MANAGER of largest chain op- 
store in large city preferred; ad- ge re ¥ ' eration in East: volume $800,000. 
dress, “S, 5332.” care of JC-K. ng isiand, & perer[ences for 17 years, seeks supervision or 
aa | sirlnic Dsante interest in retiring ownership; fin- 
est recommendations: available Oc- 
tober: Address. “FF, 35327." care 


of JC-hk. 


4 ’ 





ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 


f : llowi d: 
Philadelphia 39. P> Under the Heading o place nha i owing a 





Please check if box No. Wanted [J Name (Please Write Plainly) 


Enclosed is Check [] or Money Order [] § Street 














SUT CCESSFUI manage} with 


credit chain in Canada volume over 
married : 


$700,000 annually age 4 
be locating in vicinity of San Diego 
‘alif end of October top flight 
Smman and ; : 


? 


care *-K 


MISSIONARY 
miy must 


MANAGER 
manutactul 
"nes princess 
mMmanv ve; 
ment, produ 
instru 
makers 


addre 


’ ; | 


addres ~ 


SALESMAN. now calling on whole- 
sale and jobbing trade, wants lines 
for Chicago & Midwest territorv: 
address, Box £357. 360 N. Michi- 
gan Ave., Chicago, Ill. 


NPERIENCED SALESMAN 


reTtall ewe 


organizer address =. 


Side Lines 


SALESMAN for Manufacturers’ com- 


pact line of 14K gold charm brace- 
lets to the retailer; address, “*R, 


9315, care of JC-K. 


ORIGINAL, exclusive short line go 
(| fr rings to Wholesale trade 

excellent opportunity 

09,” care of JC-K 


’ 
— 


carry short, fast selling 
lewe Iry ; excellent re- rrders . 
dept. and better retail store 


iddress, lao Gone care of 


SALESMAN covering Texas and South 
to handle manufacturers line of 
14K small and large charms; out- 
standing line, price to meet compe- 
tition: address, “M, 5341,” care 


of JC-k. 


SALESMEN with following ti 

I ‘ carry me! 

jewelry all territories 
ommission and bonus 


Saiers hain Stores ; 
address “S roel 


lished territo 
ced vol TInL 
experience, ter! 
IWARTZ 

i] St But 


ain 


SALESMAN 


ire! With 


West 
territory 


,< now ne} 


( ‘ AatTea nie 
\\ | N ] pw PR WAT ‘Hi 
BOX 44 Rock Isl 


Siaha 


1ddres 


SALESMEN: experienced, calling on 
retail dealers, and chains to repre- 
sent manufacturer of exclusive de- 
signs of 14 & 18K gold pins. 
mounted with diamonds, rubies 
and pearls: line consists of one 
large trav; the following territories 
are now open; Northeast, Southeast. 
Southwest and Middlewest; address, 
JEWELS BY SHALIMAR, INC... 21 
W. 46th St... New York City. 


ISTLVME JEWELRY manufacturer 
selling direct to retail stores for 
over 10 vears, now revising terri- 
tories: wants only experienced men 
calling on retail jewelry and special- 
tv shops: we have a 2 case line 
and pay 12% commission: we are 
one of the top manufacturers of 
prong set rhinestones and colored 
stone merchandise; also beaded 
and manipulated goods: will con- 
sider only men with previous ex- 
perience selling costume jewelry: 
give full details as to territory cov- 
ered and firms worked for, etc.: 


1974.” care of JC-k. 


address. “L. 











Help Wanted 


DIAMOND RING SALESMEN: Look 
for our ad on page 44: H. HAM- 
BLRGER CO.. INC, 


JEWELERS 19 hour week perma 
po MIDWEST JEWEL!cRS 


<}T (>T) 
. ' ‘ 
iahoma ‘¢ \ {Kia Box yt] 


WATCHMAKER experienced 


oaua wey 
: 


t\ work tor fine je 
apply WILLIAM H. DILLER 
Ave., West Reading, Penna 


WATCHMAKER 
City state exne 


J(@-k 


WE HAVE POSITIONS open in fine 
jewelry store for a watchmaker and 
a jeweler: state experience and 
wages desired; ROBERT A. BENE- 
DICT, 390 E. State, Westport, Conn. 


PRODUCTION MANAGER: seamtess 
wedding ring factory, Newark; 
must know all phases; top salary 
for right man: address, “M, 5345,” 
care of JC-k. 

RETAIL Sales: 


17Tr) 


OPENING FOR full time combination 
watchmaker. jeweler, engraver. for 
retail store: well equipped shop; 
$3.00 per hour; located in N. E. 
Ohio: address, “P., 5231.” care of 
JC-hk. 


WANTE] 


WEDDING RING SALESMAN: large 
Newark Seamless ring manufacturer 
needs top notch man for East Coast; 
wholesale and chains only; follow- 
ing must accommodate large fac- 
tors production: address. a 

9343. care of JC-k. 


‘i 





SALESMAN calling on retail jewelers: 
Pittsburgh - Tri - State Area: well 
known = advertised line; scarab 
jewelry, dise jewelry and identifica- 
tion bracelets; SEE OUR AD, 
PAGI 105. Viust have following: 
drawing account: ADMARK. 7] 


Sansom St... Phila. 6. Penna. 


SALESVIAN calling on retail jewelers: 
Texas & Southwest: America’s best 
known, most comprehensive line: 
Scarab Jewelry, Dise Jewelry; Iden- 
tification Bracelets, Mone, Clips; 
SEE OUR AD, PAGE 105: Draw- 
ing: ADMARK., 714 
Phila. 6. Pa. 


Sansom St., 


SALESMAN ealling on retail iewelers: 
New England & New York State; 
well known advertised line: Searab 
Jewelry. Dise Jewelry and Identifii- 
cation Bracelets: SEE OUR AD. 
page 105: must have follow ing: 
drawing account: ADMARK., 714 


Sansom St... Phila. 6. Pa. 


RLUDOLPH’S DEPENDABLE JEWEL- 
ERS: one of the largest and oldest 
jewelry chains in East. with head- 
quarters in Syracuse, N. Y., need 

credit jewelry 

salesmen who aspire to become 
managers; good starting salary, un- 
limited opportunity, pension plan; 

Write Ss. W. RUDOLPH, 541 S, 


Clinton St... Svracuse, N. Y. 


young aggressive 


WATUCHMAKE 
i lepartmen 


SALESMAN WANTED: already em- 
ploved, to represent a New York 
Diamond Cutter’ established 40 
years in the purchase of old mine 
and chipped or broken diamonds, 
l>» carat and up: anywhere in the 
Lnited States; 10% commission 
will be paid on every purchase; 
merchandise can be shipped to our 
office: bank and trade references 
on request; JACK BLAU WEISS, 22 
W. 48th St... New York 36, N. Y. 
ALESMAN WANTED by Atlanta’s 
largest retail diamond outlet: won- 
derful opportunity for reliable, ca- 
pable diamond and jewelry experi- 
enced salesman; excellent  poten- 
tial and growth; salary and bonus 
commensurate with ability and 
background: write fully including 
a complete resume and recent pho- 
tograph; applicant must stand rigid 
and thorough investigation; replies 
held in strict confidence: WRITE. 
HAROLD ELIMAN, CITIZENS 
JEWELRY CO., 195 Mitchell St., 


S. W.. Atlanta, Georgia. 








For Sale 


Stores, Stocks and Businesses 


lL. ESTABLISHED 
>i. (> . store LOU¢ 
lean 
handles; 
experience 


address 


DING 


t 
i 

‘ } 
eV e 








For Sale 


Tools, Equipment 


FRATERNITY LINE: Manufacturer 
forced to sell organizational line 
complete (One Fraternity) 1—Cus- 
tomer File—50 States & Canada; 2 
—575 Dies catalogued, numbered 
and cross filed) 3—684 Catalogues 
(with insert price sheet) : large seale 
production and diversification pro- 
hibit work on individual orders: 
orders mostly for 14K items; an- 
nual sales av. $9000; reply, “A, 
5306.” care of JC-h. 








REESE NC EINE DES 


Business Opportunities 





LIOUIDATE? GORDON BROTHERS: 
Flat sale or auction, prestige or 
volume operation .. . give your 
sale on commission basis, the bene- 
fit of our 54 vears experience and 
extensive organization. See ad 

below. 


BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation, 38 Brom- 
field St.. Boston. Hancock 6-32353. 


CONSULT GORDON 


STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty ... of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ads 
below. 


SELL 





SALES-BOOKING now: personal ser- 
vice; consignment goods; best ref- 
erences, go anywhere, lowest terms: 
experienced; results guaranteed: 
HARRY I. JACOBS, JACOBS PRO. 
MOTIONS, 1017 N. 
Kokomo, Indiana. 


ANTHONY J. GREGORY. auctioneer. 
6748 No. Ashland: Briargate 
1-7303, Chicago 26, Hl. 

AMERICA’S best known jewelry aue- 
tloneer: over forty years in this pub- 
lication as an advertiser: Thomas J. 
Fausett, 521 Fleming St.. Howell. 
Michigan. See page 158. 


Indiana Ave.. 


HALES \ ‘ wleh —~ A] 
i i61l if \ i 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St.. 
N. ¥. C.. over 35 vears successful 
retail or auction sales for jewelers 
throughout the country; highest 


references: see our ad page 146. 


Ml. GANSBERG IN¢ 


JEWELERS SALES SERVICE: a pro- 
fessional sales organization to 
serve vou: ALCTION-ACTION: re- 
tail or liquidation; 25 vears sales 
experience; your reputation  pro- 
tected; immediate cash for store. 
stocks, fixtures: PHONE. WIRE. 
WRITE: 51215 S. Main St.. Los 
Angeles, Calif.: MAdison 
6-0828. 

DEALERS LIOUIDATION SERVICE: 
The West Coast's largest specialists 
in AL CTION—ACTION—PROMO- 
TIONAL — CLOSEOUT —RETIRE- 
MENT SALES; cash buvers of entire 
inventories and 


Phone 


estates; for in- 
formation at absolutely no obliga- 
tion PHONE—WIRE—WRITE to 
DEALERS LIOUIDATION  SER- 
VICE, 742 N. Highland, Los Angeles 
58, Calif.;: OLeander 5-6496. 

DO YOUL WANT TO SELL YOUR 
BLSINESS? DO YO! NEED 
CASH? We will pay cash or con- 
duct a flat supervised auction sale: 
we have conducted over 1000 sales 
in the past ten vears alone: do not 
accept less than 100c¢ on the dollar 
for your inventory, accounts, or fix- 
tures: WRITE... WIRE... CALL 
COLLECT . We will come to see 
vou in your store at our expense, 
vou are under no obligation: 
SILVERMAN SALES’ ENTER- 
PRISES, 580 Fifth Ave... N. Y. 36. 
N. Y. Tel PLaza 7-4693. 
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MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by» terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our executive staff; 
vou can afford the best: write, wire, 
phone, MARTY MILES SALES, 
INC., 910 N. E. 136 St.. Miami, 
Fla.;: PLaza 7-2973. 





Wanted to Purchase 





JEWELRY STORE. must be estab- 
lished at least 5 years: will pay 
cash for clean stock and fixtures; 
address, ““N, 5375.” care of JC-kK. 


WILL BUY; want a quality store with 
established reputation in town of 
5000 to 100,000 population; must 
be realistically priced; spot cash: 
CHARLES SHANE, JR., 234 Euclid 
Ave., Cleveland 14, Ohio. 


CASH BY AIRMAIL: new and used 
watches. diamonds, jewelry, gold. 
gold-filled, watehbands, anything; 
reference Dun & Bradstreet; S. W. 
HORA, 1810 Netherwood, Memphi- 
14, Tenn. 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
vour surplus, all of it, whatever it 
is, and pay vou more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St.. Boston. 


Hancock 6-3233. 


DY GOLD AND JEWELRY WANTED 
} . rrié ti + ly toy sijryilwus =ty | eycle 


STORES WANTED: expanding chain 
looking for stores in the South and 
Southwest that meet the following 
requirements; 1—must be in town 
of 60.000 to 250.000 population; 2 
—must be 95% to 100% locations: 
replies confidential; IRA MARKS. 
MARKS BROS. JEWELERS, 209 
S. State St.. Chicago, Ill WEbster 
9.2900. 


SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry: 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade. 
Harry Elkins & Company, 59 East 
Madison Street. Chicago, Illinois, 


Randolph 6-7390. 


CASH in; send us yvour watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. kh, 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 


OUALITY watch repairing our spe- 
cialty for 25 vears; perfect work- 
manship, finish, timing; trial ship- 
ments solictited: OSCAR ARON, 62 

W. 47th St... New York, N. Y. 

INE wat rine 1 the 


y*s ? 
; 
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HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING: sinee 1921: 
service available to jobbers: mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J.. SHadvside 7-1283. 


| 7 
ry | 
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DEPENDABLE: FAST: ECONOMI- 
CAL: Watches safeguard in Holmes 
vaults: work Watch Master tested; 
ask for price list or send trial 
order: TICKE TRADE REPAIRING 
SERVICE, 962 Flatbush Ave.. 
Brooklyn 26, N. Y. 








Special Order Work and 
Repairs for the Trade 


4 
r 








JEWELRY STORE FOR RENT in 
established popular shopping cen- 
ter in progressive Connecticut city 
with 120.000 people in immediate 
trading area: write Box, “S, 5311,” 
eare of JC-K, for data or personal 


call, 





INDEX OF ADVERTISERS 


published as ad convenience and not as part of the adve rtising contract. 


nder corre ctly. No allowance will be made for errors or failure 
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GLAMOR, PRICE & QUALITY 


Kight or nine thousand years ago, before re- 
corded history, there was a market place some- 
where in the Middle East. Here merchants sat 
each day, their goods spread before them, in big 
or little heaps, on the hard-baked ground. 


The most coveted articles were arranged in 
the smallest piles, and they belonged to a man 
who was a sort of scientist-magician. Here, 
among other rare and wonderful things, were 
colorless crystals that sparkled like the rainbow 
when you rolled them in the palm of your hand 

. vellow amber from the North which attracted 
other objects to it and nuggets of gold that 
could be beaten into intricate shapes and shone 


ray ndav sun. 


who sold these treasures was one of 


the first jewelers and glamor was his business. 


Centuries later but still very long ago, Science 
and Invention began to present jewelers with 
mass-market kinds of glamor. Newly invented 
class jewels shimmered somewhat in the manner 

wh and certainly were much less 

invented brass gleamed bright, and 
people could afford bracelets made of 
ones made of gold. 


Doubtless some jewelers of that day would 
have nothing to do with the new material, while 
others decided to work in brass and glass because 
so many customers could afford to pay for those 
things. 


-_* 
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in more recent years, Science and Invention 
have faced the jewelry industry with a host of 
cheaper look-likes. Nearly every jewelry store 
product has had its imitator, and often that imi- 
tator nas had its still-lower-cost imitator. 


For example, sterling has encountered plenty 


of lower-cost competition, first in Sheffield plate, 
then in electroplate, and now in stainless steel. 
Gold has had look-like copies in several degrees 
of quality. And it has been the same story with 
Oriental pearls (cultured and imitation), with 
spinels and emeralds (syn- 


rubies, sapphires, 
| 


thetics and imitations). 
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Most jewelers have stocked and sold most of 
these lower-cost things, soon after they appeared 
on the market. Usually, of course, jewelers prefer 
to sell the highest quality product, whenever pos- 
sible, not only because of higher profit margins 
but because jewelers are sensitive to the differ- 
ence in materials and workmanship. 


High-stvyle watches made with few jewels or no 
jewels are the latest in this long series of lower- 
cost look-likes. Many jewelers feature them in 
separate departments removed from their higher 
quality watch lines, just as they display costume 
jewelry in a special section apart from their dia- 
mond and gold jewelry. Others don’t believe that 
costume watches belong in their kind of jewelry 
store. These mixed attitudes are as they should 
be, with each jeweler deciding, in terms of his 
customers, his store image and his competition, 
what price levels of watches he should stock. 


During six weeks this fall, an extensive na- 
tional advertising campaign will be sponsored 
by The Watchmakers of Switzerland on behalf of 
quality watches. Should jewelry stores take an 
active part in this “‘see the difference” campaign ’ 


JC-K has been outspoken during the past few 
years in advising the industry as a whole to stock, 
display and intelligently sell watches at every 
price level. It would be a sad day, JC-K has felt, 
if the time ever came when the public had to go 
to two places for watches—to a jeweler for a 
better watch but somewhere else, and not to the 
jeweler, for a watch of lesser quality. 


We do not feel it inconsistent with that reason- 
ing to recommend that every jewelry store in 
America should give the fullest possible support 
to the Swiss Watchmakers’ campaign. It can 
bring thousands of people into jewelry stores. It 
can persuade some of them to spend a few dollars 
more the next time they need a watch. And it 
can help preserve our status in the public mind 
—as glamor merchants. 


bail A Wikeet 


EDITOR 
































To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 


that he is buying a precision timepiece. Convert this strong consumer demand 
into jeweled-lever watch sales...feature incabloc in your store and advertising. 
For free sales aids and advertising material write to 

incabloc Corporation + 730 Fifth Avenue - New York 19, N.Y. 





FOR YOUR CUSTOMERS, A GREAT VALUE! 


From September 28, through October 31, 
your customers can buy luxurious Heir- 
loom Sterling with these truly dra 

savings: $80 off, on service for 12; $50 off, 
on service for 8: $20.25 off, on service for 
4. Each stunning service (see patterns be- 


low) consists of 5-piece place settings. 
FOR YOU, A GREAT SALES BUILDER! 


To help vou exploit this exciting pre-holi- 


day offer, Oneida Ltd. offers powerful 


promotional backing, with national ads in 


4 top magazines; a 50-50 cooperative ad- 
vertising plan for all franchised dealers; 
free merchandising aids; full markup .. . 
For complete details, write to Oneida. 


2a Dy 
ONEIDA SILVERSMITHS 


makers of distinctive tableware 


HEIRLOOM* STERLING COMMUNITY* SILVERPLATE IDACRAFT* STA ESS INEIDA* DINNERWARE 


* r+ OAHE MARKS OF ONEIDA LTD... ONEIDA 
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